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LETTERS 


IMMAGUIATEMISCOIICEPTIOIKS)? 

Your  editorial,  “FCC  gets  the  pic¬ 
ture”  [Sept.  24,  p.  9],  unfortunately 
perpetuates  two  misconceptions. 
One  is  that  the  ban,  as  stated,  “Tteeps  only 
newspapers  off  the  air.”  Not  exactly.  News¬ 
papers  can  buy  TV  stations  anywhere  they 
want  —  except  in  their  own  mcU’kets,  where 
they  would  fortify  their  monopoly  status. 

The  other  is  that  you  wrote  the  Federal 
Communications  Commission  “has  granted 
waivers  [of  the  ban]  in  an  increasingly 
capricious  fashion.”  The  case  cited  is  of  the 
FCC  allowing  the  Tribune  Co.  to  keep  a 
Fort  Lauderdale  TV  station  in  the  same 
market  as  its  South  Florida  Sun-Sentinel 
(in  violation  of  the  ban),  while  prohibiting 
the  company  from  using  its  newspaper 
newsroom  to  improve  the  TV  station’s 
“mediocre  news  operation.”  Is  the  TV 
station  a  failing  outlet?  Why  can’t  it  use  its 
own  resources  to  improve  its  news  service 
as  other  TV  stations  do?  Then  there’s  the 
longtime  waiver  given  Rupert  Murdoch’s 
News  Corp.  to  operate  two  TV  stations  in 
the  same  market  where  it  owns  the  New 
York  Post.  Everybody  knows  the  Post  would 
fail  if  it  weren’t  tied  in  with  the  TV  stations. 
How  many  Tribune  newspapers  would  fail 
without  a  TV  station? 

You  say  the  ban  was  “barely  justified”  in 
1975,  but,  actually,  big-city  daily  newspaper 
companies  have  never  ie\\.  it  was  justified, 
and  the  American  Newspaper  Publishers 
Association  protested  it  all  the  way  to  the 
U.S.  Supreme  Court  on  the  basis  of  an 
alleged  violation  of  the  First  Amendment  — 
an  argument  the  court  rejected,  9-0.  The 
opposition  goes  back  even  further.  As  relat¬ 
ed  in  my  recent  book,  “The  Free  Paper  in 
America  —  Struggle  for  Survival,”  President 


Franklin  Delano  Roosevelt  wanted  to 
include  a  ban  on  newspaper/radio  common 
ownership  when  proposing  the  Communi¬ 
cations  Act  of 1934,  but  had  to  back  off  due 
to  the  vociferous  opposition  of  publishers. 

Eliminating  the  cross-ownership  ban 
cannot  be  justified  by  either  business 
necessify’  or  the  public  interest. 

VICTOR  JOSE 
Richmond,  Ind. 

STATIC  OVER 'TOONS 

Dan  Dalton  of  Universal  Press 
Syndicate  writes,  “The  idea  that 
people  would  flock  to  a  museum  of 
static  images  that  reflected  another  genera¬ 
tions’  humor  was  ill-conceived”  [“Letters: 
Toons  for  our  times,”  Sept.  10,  p.  5]. 

Someone  should  inform  Mr.  Dalton  that 
the  world  has  thousands  of  museums  filled 
with  static  images  of  other  generations’ 
humor.  They’re  called  libraries. 

If  Mr.  Dalton  is  right,  we  should,  for 
starters,  all  march  over  to  our  local  libraiy 
and  see  to  it  that  all  of  Mark  Twain’s  books 
are  tossed  out. 

JERRY  DUMAS 

CREATOR 
“Sam  and  Silo” 
Greenwich,  Conn. 

Correction 

In  “Autologic  approves  acquisition  by 
Agfa”  Oct.  8,  p.  18,  the  phrase  “with  other 
suppliers” obscured  the  meaningofa 
remark  by  Agfa  Senior  Vice  President 
Etienne  Van  Damme.  He  said  his 
company’s  agreement  with  Montoype 
remained  in  force,  but  that  it  “is  going  to 
come  to  an  end  in  all  likelihood.” 


- 50  YEARS  AGO  - 
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OCT.  27,  1.951: 

Reporting  that  newsprint  ship¬ 
ments  abroad  have  gone  to  leftist 
newspapers,  Eugene  Pulliam, 
publisher  of  The  Indianapolis 
Star/Hews,  told  his  peers  this 


week  he  would  oppose  giving  the 
U.S.  State  Department  any  control 
over  the  newsprint  pool  for 
overseas  friends  of  democracy. 

As  the  largest  single-product 


advertiser  in  New  York’s  seven 
daily  newspapers.  Liebmann 
Breweries  Inc.  in  Brooklyn  has 
found  that  the  sales  growth  of  its 
Rheingold  beer  closely  parallels 
its  use  of  newspaper  space. 
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Clients  of  The 
Associated  Press 
—  many  of  whom 
have  been  cutting 
costs  and  staff  to 
stem  the  tide  of 
recent  economic 
troubles  —  will  have 
to  dig  a  little  deeper 
for  their  wire-service 
copy  in  2002. 

The  AP  board  of 
directors  last  week 
approved  a  2.8%  rate 
hike  for  all  members, 
effective  Jan.  6. 

The  last  rate 
increase,  a  2.9% 
hike,  went  into  effect 
at  the  beginning  of 
this  year. 

AP  Chairman 
Donald  E.  Newhouse, 
also  president  of 
Advance  Publica¬ 
tions,  said  the 
increase  is  needed  to 
defray  the  rising  costs 
of  news  coverage. 

-JOE  STRUPP 


major  and  midsize  papers  across  the  country,  ac¬ 
cording  to  editors.  Because  of  the  anthrax  attacks  at 
NBC  News,  The  Neu'  York  Times,  and  a  group  of 
Florida-based  supermarket  tabloids,  newspaper 
executives  said  employees  are  concerned  about  the 
current  wave  of  bioterrorism. 

“We  can  never  be  sure  whether  it  is  enough,”  said 
Paul  Greenberg,  the  editorial  page  editor  at  the 
Arkansas  Democrat-Gazette  in  Little  Rock,  where  the 
two  staffers  who  open  letters  to  the  editor  have  been 
given  gloves  and  masks.  “It  is  better  to  be  safe  than 
sorry.”  The  Democrat- 
Gazette’s  parent  company, 
Wehco  Media  Inc.,  also 
has  banned  employees  at 
the  daily  and  its  six  sibling 
papers  from  traveling  by 
Y  commercial  airlines,  offer- 

ing  them  the  use  of  two 
company  jets  instead. 

Also  taking  precautions 
is  The  Florida  Times- 
I  ^  ^  in  Jacksonville.  All 

mailroom  employees  are 
wearing  gloves  and  masks 
as  they  sort  letters  and 
packages,  keeping  their 


With  the  anthrax  scare  in  full  swing, 
letters  to  the  editor  are  screened 
not  for  content  but  for  contents 


BY  JOE  STRUPP 

For  most  daily  newspapers,  the  letters- 
to-the-editor  section  is  the  only  place  for  read¬ 
ers  to  express  their  opinions.  But,  due  to  the 
recent  spate  of  anthrax  poisonings,  such  as  the  one 

firmed  at  E^Fs  deadline 
Friday,  the  vm  populi  is  in 

refusing  to  accept  letters  to  r»£  i 

the  editor  via  snail-mail  or 
the  Boston  Herald  setting 

up  a  trailer  in  its  parking  W  a 

lot  to  screen  all  incoming  B 

mail,  newspapers’  access  to 
readers’  opinions  has  been  ^ 

“At  the  moment,  we’re 

Rachelle  Cohen,  editorial 
page  editor  of  the  Herald,  Standing  a  post:  Jody  Kestler-Smith,  with  mask  and 

u  u  u  j  1  j-  t  -u’  gloves,  does  mail  duty  at  The  Florida  Times-Union. 
which  halted  mail  distnb- 

ution  for  several  days  last  week  while  the  new  proce-  with  strange  writinj 
dures  to  separate  mail  into  “safe”  and  “suspicious”  Starling,  who  has  ser 
categories  were  put  into  place.  “Thev'  re  even  consid-  editor  for  15  years.  “W 
ering  X-raying  packages,”  Cohen  said.  Robin  Weisenbom 

Similar  efforts  involving  more  careful  review  of  Louis  Post-Dispatch, 
letters  and  packages  —  as  well  as  the  use  of  latex  department  four  mo 
gloves  and  surgical  masks  —  are  under  way  at  many  which  has  her  openir 


The  Newspaper 
Association  of 
America  (NAA)  last 
week  gave  up  its 
costly  quest  for  an 
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innovative  way  to 
place  ads  in  news¬ 
papers  using  the 
Internet,  selling  its 
whole  Newspaper 
Industry  Communi¬ 
cation  Center  (NICC) 
operation  to  The 
Associated  Press. 

AP  said  it  will  mesh 
AdSend,  its  digital 
advertisement- 
delivery  system,  with 
conventional  aspects 
of  Nice’s  operations, 
including  phone-  and 
fax-based  ad-place¬ 
ment,  consolidated 
billing,  and  tear-sheet 
services. 

Neither  party  dis¬ 
closed  a  price  for  the 
deal,  which  was  final¬ 
ized  late  Tuesday. 

NAA  spent  an 
estimated  $16 
million  since  1998 
developing  Web- 
based  software  for 
NICC  that  was 
designed  to  simplify 
the  complex  process 
of  steering  ads  into 
many  newspapers 
simultaneously.  But 
the  goal,  which  would 
have  cut  labor  costs, 
proved  elusive. 

Rather  than  spend 
unknown  additional 
amounts  of  money, 
NAA  decided  to  sell. 

AP  will  use  its  own 
ad-reservation  system 
rather  than  NICC’s, 
said  spokeswoman 
Laurie  Morris.  She 
said  AP  expects  no 
layoffs  among  the  75 
workers  at  NICC’s 
headquarters  in 
Sacramento,  Calif. 

-TODD  SHIELDS 

DOW  MIXED  ON 
HETDONTONYC 

Several  hundred 
Dow  Jones  &  Co. 


new  procedures  that  require  her  to  screen  the  mail 
more  closely  w'hile  wearing  gloves  are  more  annoying 
that  frightening.  “It  takes  more  time,  and  I  have  to 
wear  these  clumsy  gloves,”  Weisenbom  told  E^P.  “I 
am  not  too  an.\ious  about  [anthrax].  I  have  read  up 
on  it,  and  it  is  treatable.” 

Editors  said  the  new  fears  and  tighter  controls  over 
mail  are  only  part  of  the  effect  the  anthrax  scare  is 
having  on  letters  to  the  editor.  By  throwing  “suspi¬ 
cious-looking”  mail  away,  newspapers  are  seeing 
their  pool  of  letters  shrink.  “If  anything  looks  suspi¬ 
cious,  we  are  setting  it  aside,”  said  Ron  Clark,  editori¬ 


al  page  editor  of  the  Saint  Paul  (Minn.)  Pioneer 
Press,  who  added  that  about  40%  of  the  200  letters  a 
week  he  receives  are  sent  through  the  U.S.  Postal 
Service.  “It’s  been  a  minor  disruption.” 

Still,  other  editors,  such  as  Noel  Rubinton,  “View¬ 
points”  editor  at  Newsday  in  Melville,  N.Y.,  said  so  few 
letters  arrive  via  snail-mail  anymore  that  the  effect 
has  not  been  too  great.  “There  may  be  some  small 
amount  of  mail  that  we  are  not  getting,”  said  Rubin¬ 
ton,  who  noted  that  75%  of  the  letters  to  the  editor  he 
receives  come  via  e-mail.  “But  we  don’t  get  a  majority 
of  our  letters  from  tlie  mail.”  H 


With  the  ground  war  under  way 

Washington  pressed  for  access 


Lucy  Dalglish,  executive 
director  of  the  RCFP. 
“However,  as  this  war 
on  terrorism  continues, 
the  American  people 
will  need  more  infor¬ 
mation,  not  less.” 

The  requests  follow 
administration  moves  to 
block  off  information  on 
several  fronts.  Some 
government  agencies 


not  to  speak  with  jour¬ 
nalists,  according  to  a  re¬ 
port  in  The  Washington 
Post,  and  Attorney  Gen¬ 
eral  John  Ashcroft  last 
week  told  officials  to  be 
cautious  in  responding 
to  Freedom  of  Informa¬ 
tion  Act  requests. 

In  the  military  sphere, 
concern  centered  on 
whether  journalists  will 


Donald  Rumsfeld  (center),  at  the  Pentagon  Sept.  12,  has  not  shaken 
hands  with  press  over  a  statement  of  principles  negotiated  in  1992. 


have  deleted  informa¬ 
tion  from  public  Web 
sites;  several  Pentagon 
officials  have  urged 
military  contractors  not 
to  talk  to  journalists;  top 
officials  at  the  White 
House  have  told  all  but 
the  highest-ranking  staff 


be  able  to  follow  ship- 
bome  coverage  of  air 
strikes  with  on-scene 
coverage  of  ground  bat¬ 
tles  in  Afghanistan. 

ASNE  officers 
said  their  letter  was 
prompted  partly  by 
disappointment  with 


access  granted  so  far. 

“We  think  it’s  sketchy 
at  best,  but  that’s  some¬ 
what  explainable  by  the 
nature  of  the  activity,” 
ASNE  President  Tim  J. 
McGuire,  editor  of  the 
Minneapolis  Star 
Tribune,  said  in  an 
interview.  “We  don’t 
think  we’ve  seen  a  true 
test,  but  we  think  we’re 
about  to”  as  U.S. 
ground  forces  enter 
Afghanistan. 

In  their  letter, 
ASNE  and  NAA 
told  Rumsfeld  they 
“urgently”  believe  it 
important  for  him 
to  “make  a  clear 
statement  of 
support”  for  the 
nine-point  state¬ 
ment  of  principles 
adopted  by  the 
Pentagon  and  the 
press  after  journal¬ 
ists  complained  of 
being  sidelined 
during  the  Persian 
Gulf  War.  In  a  Thursday 
meeting  with  Wash¬ 
ington  bureau  chiefs, 
Rumsfeld  said  he 
supports  the  principles 
—  but  withheld  an 
ironclad  endorsement  — 
said  several  people  who 
attended  the  meeting.  11 


BY  TODD  SHIELDS 

WASHINGTON 


SINCE  THE  Sept.  11 
terrorist  attacks 
on  America,  high 
U.S.  officials  often  have 
stres.sed  the  need  to 
tightly  guard  infor¬ 
mation  about  the 
unconventional  war  on 
terrorism.  Last  week, 
prominent  news 
organizations  said 
they  were  concerned 
that  the  Bush  admin¬ 
istration  may  be 
tightening  too  much. 

The  American 
Society  of  Newspaper 
Editors  (ASNE)  emd 
the  Newspaper  Asso¬ 
ciation  of  America 
(NAA)  called  upon 
Defense  Secretary 
Donald  Rumsfeld  to 
endorse  principles  of 
news  coverage  negoti¬ 
ated  in  1992.  And  the 
Society  of  Profession¬ 
al  Journalists  joined 
the  Reporters  Com¬ 
mittee  for  Freedom  of 
the  Press  (RCFP)  and  10 
other  groups  in  appeal¬ 
ing  for  access  to  combat 
and  information  about 
domestic  detainees. 

“We  are  sensitive  to 
the  need  to  keep  some 
information  secret,”  said 
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We  couldn’t  have  said  it 
better  ourselves. 
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Inc.  employees  were 
relocated  to  New 
Jersey  from  Man¬ 
hattan  after  the  World 
Trade  Center  was 
destroyed  blocks 
from  their  offices 
Sept.  11,  and  many 
of  them  won't  be 
coming  back. 

Dow  Jones  said  it 
will  permanently 
relocate  about  280 
employees  across  the 
Hudson  River,  and 
move  another  125 
to  other  New  York 
locations  starting  in 
February. 

Dow  Jones  hopes 
to  move  about  425 
employees,  including 
The  Wall  Street 
JoumaPs  news  and 
editorial-pages  staff, 
back  into  its  Manhat¬ 
tan  headquarters 
before  the  year's  end. 

-  LUCIA  MOSES 


AUDYDAY 
FOR  SUN  MEDIA 


Sun  Media, 
Canada's  No.  2 
newspaper  group  and 
parent  of  The  Toronto 
Sun,  cut  125  jobs  last 
week  in  an  effort  to 
save  $10  million  a 
year,  according  to 
Canadian  Press. 

CP  said  the  Que- 
becor  Inc.  subsidiary 
also  was  derailing  its 
free  commuter  daily, 
FYI  Toronto. 


-JOE  STRUPP 


Dennis  Cooper, 
editor  and 
publisher  of  the 
weekly  Key  West-The 
Newspaper,  plans  to 
sue  the  Key  West, 


||3  figures  illustrate  ad  slump 


But  newspaper  company  execs 
paint  a  rosier  picture  for  Q4 


After  a  lousy  third  quarter  for  publicly 
traded  newspaper  companies,  perhaps  the 
best  one  can  say  about  the  fourth  quarter  is 
that  year-over-year  comparisons  will  get  easier. 

October  so  far  has  shown  little  evidence  of  a  major 
advertising  pickup,  but  executives  said  during  third- 
quarter  conference  calls  that  —  with  the  demand  for 
news  continuing  and  their  two  biggest  costs,  labor 
and  newsprint,  coming  down  —  they  should  be  well- 
positioned  once  the  economy  improves. 

“Tribune’s  got  great  local  franchises  in  great 
markets,  and  growth  will  come  back,”  said  Dennis 
FitzSimons,  president  of  Tribune  Co.,  one  of  seven 
public  newspaper  companies  reporting  earnings  last 
week.  Tribune  posted  a  net  income  loss  of  $139 
million,  which  included  restructuring  costs,  as 
operating  revenue  declined  7%. 

Gannett  Co.  Inc.  CEO  Douglas  H.  McCorkindale 
said  he  expected  a  sharp  recovery,  aided  by  lowered 
interest  rates,  tax  cuts,  and  federal  spending.  On  a 
pro  forma  basis,  Gannett’s  profit  declined  16%  in  the 
quarter,  with  revenue  down  7%. 


Others  were  less  sure  about  the  future.  “Last 
month  it  was  planes  flying  into  buildings,  and  this 
month  it’s  anthrax.  ...  I  can’t  tell  you  when  I  think 
business  is  going  to  start  picking  up,”  said  Knight 
Ridder  CEO  Tony  Ridder  said.  Knight  Ridder  earn¬ 
ings  fell  27%  in  the  quarter,  on  10%  lower  revenue. 

Newspapers  lost  millions  in  ad  revenue  in  the 
days  following  the  Sept.  11  terrorist  attacks,  which 
battered  an  already  weak  economy.  Companies  with 
TV  holdings  also  were  hurt  by  unfavorable  compar¬ 
isons  to  last  year’s  quarter,  w^hen  they  were  awash  in 
election-  and  01>Tnpics-related  ads. 

Higher  circulation  prices  helped  the  revenue  side  at 
the  New  York  Times  Co.  Earnings  declined  36.4%  in 
the  quarter,  while  revenue,  adjusted  for  divestitures, 
declined  7-7%-  Now,  however,  the  company  faces  an 
uncertain  New  York  economy.  Washington  Post  Co. 
profit  plunged  95%,  in  part  reflecting  write-downs  on 
investments,  on  1%  lower  revenue. 

Papers  in  smaller  markets  weren’t  immune  from 
the  effects  of  the  terrorist  attacks,  either.  Media 
General  Inc.  recorded  a  third-quarter  net  loss  of 
$736,000,  as  pro  forma  revenue  declined  6.4%.  The 
Journal  Register  Co.’s  profit,  excluding  certain 
gains,  was  down  26%,  on  a  1.3%  decline  in  pro  for¬ 
ma  revenue.  (1 


‘Times’  on  screen:  The  real  deal 


BY  WAYNE  ROBINS 


I  HE  WAIT  IS  OVER. 


IThe  New  York 
Times  Electronic 
Edition  (NYTEE), 
eagerly  awaited  since 
announced  in  February, 
makes  its  debut  Tuesday. 

Downloaded  via  a 
high-speed  Internet 
connection  and  stored 
to  read  offline  on  either 
a  desktop  or  laptop  PC, 
NYTEE  has  tools  to 
search  for  specific  topics 
and  simplify  jumps. 

For  laptoppers,  it’s 
easier  to  use  than  the 
broadsheet  newspaper 
itself,  especially  if  you’ve 
ever  tried  to  read  The 
New  York  Times  on  a 
crowded  subway,  com¬ 
muter  train,  or  airplane. 


'  This  is  not  a  hyper- 
text-markup-language 
!  product,  but  an  exact 
I  replica,  page  by  page, 

!  ofthe  New  York  City 
I  edition. 

Using  a  format  quite 
i  like  Adobe  Acrobat’s 
j  portable  document 
I  format,  the  Newsstand 
i  Reader  provided  by 
I  Austin,  Texas-based 
j  Newsstand  Inc.  features 
I  speedy  compression  and 
j  expansion  of  massive 
I  amounts  of  data, 
j  “We  literally  take  the 
j  files  they  send  to  the 
j  printing  plant  and 
scrunch  them,”  said  Lisa 
R.  Sulgit,  a  Newsstand 
account  manager.  The 
files  can  be  downloaded 
I  overnight,  so  the 


i  paper  is  on  your  f 

I  PC  at  the  crack  of 
I  dawn.  (Apple 
i  Macintosh  users  I 

I  require  PC  emula-  ! 

!  tion  software.)  ! 

I  The  digital  color  i 

j  resolution  is 
gorgeous.  And  the 
I  ability  to  magnify 
I  pages  or  paragraphs  l 

!  is  a  great  asset  to  ' 

j  those  used  to  squinting 
i  at  stock-market 
j  tables,  classified  ads, 

!  and  box  scores. 

I  The  cost  for  the 
I  NYTEE:  seven  days. 


— ~  Sl)c^Vut2Jork&mc0 


>»ni;uil  TESTS  smw  ANTHRAX  EXPOSURE  ! 

IN  AT  LEAST  SO  CAPrrOL  WORKERS  \ 


’  IMIDUa 

'3k  — 


$6.70;  five  weekdays. 


$3.25;  and  Sunday, 
$3.45.  Subscriptions 
count  as  paid  circulation 
under  Audit  Bureau  of 
Circulations  rules. 


Digitally:  The  Thursday  Times 
The  New  York  Times 
I  Co.  owns  a  minority 
I  interest  in  Newsstand, 

!  headed  by  Chairman 
and  CEO  Stuart  Gamer, 
a  Thomson  Newspapers 
veteran.  Because  of  its 
rollout  of  a  Times  edi¬ 
tion.  Gamer  said,  “We 
n  have  been  inundated 
with  interest”  from  other 
U.S.  newspapers.  11 
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EDITORes’PUBLISHER 


EXTENDED  DEADLINE  FOR  ENTRIES: 

Friday,  October  26th  at  Midnight 


Editor  &  Publisher  is  proud  to  present  the 
seventh  annual  EPpy™  Awards,  honoring 
the  best  interactive  services  produced  by 
the  newspaper  industry  worldwide. 

ENTER  TODAY  AT: 
http://royal.reliaserve.com/eppy/ 

OR  contact  Len  Muscarella  @ 
lmuscarella@imediainc.com 


E  &  P  NEWS 


Fla.,  police  who 
arrested  him  in  June 
and  charged  him  with 
a  crime  after  he  pub¬ 
lished  an  article  al¬ 
leging  the  department 
was  covering  up  cor¬ 
ruption  by  officers. 

The  American  Civil 
Liberties  Union  of 
Florida,  which  is  rep¬ 
resenting  the  editor, 
said  Cooper  was 
charged  under  an 
“unconstitutional” 
Florida  statute  that 
makes  it  a  crime  to 
disclose  information 
from  an  active  police 
investigation. 
“Nowhere  in  America 
should  a  newspaper 
editor  be  arrested  for 
printing  the  news,” 
said  Randall 
Marshall,  the  Florida 
ACLU  legal  director. 

-  MARK  FITZGERALD 

FlA.;NEWYORK 
STATE  OF  MINO 

The  New  York 
Post,  as  part  of  a 
larger  home-delivery 
push,  has  begun  a 
joint  subscription 
drive  with  the  Boca 
Raton  (Fla.)  News. 

The  deal  worked  for 
both  papers  because 
the  News  “needed  a 
partner  that  had  a 
name,  [and  it]  had  a 
clientele  that  was 
mostly  Northerners," 
Post  Circulation 
Director  Joe  Gilkey 
explained.  He  looks  to 
pick  up  an  extra  500 
subscribers  through 
the  drive,  for  about 
a  4%  increase  in 
southeastern  Florida, 
while  the  News  hopes 
to  grow  circulation  by 
2,000  copies,  or 
about  12%. 

-  LUCIA  MOSES 


CALENDAR 


NOVEIVIBER 

7-Q 

I  U  Print:  What’s 
the  New  Reality  ? 

ABC  87th  Conference 
and  Annual 
Meeting,  Audit 
Bureau  of  Circulations, 
Sheraton  Bal 
Harbour  Resort,  Bal 
Harbour,  Fla. 

HSNA  Fall 
Publishers’, 
Advertising 
Directors,  and 
Classified  Advertising 
Managers’  Meeting, 
Suburban  Newspapers 
of  America,  Tremont 
Boston  Hotel,  Boston 

Oil  JEA/NSPA 

0  I  I  National  High 

School  Journalism 
Convention, 
Journalism  Education 
Association  and 


National  Scholastic 
Press  Association, 
Sheraton  Boston 
Hotel,  Boston 

11  11  SNPA  Annual 
1 1  IH  Convention. 
Southern  Newspaper 
Publishers 
Association,  The 
Breakers,  Palm 
Beach,  Fla. 

HHow  to  Buy 
&  Sell  Web 
Ads,  Adweek 
Conferences  and 
the  Laredo  Group, 
Hilton  Boston  lx)gan 
Airport,  Boston 

JANUARY 

Mnaa 

Operations 
SuperConference, 
Newspaper 
Association  of 
America,  Hyatt 


Regency  Phoeni,x  at 
Civic  Plaza,  Phoenix 


Mnaa 

Cooperative 
Marketing  &  Sales 
Conference,  News¬ 
paper  Association  of 
America,  San  Diego 
Marriott  Hotel  & 
Marina,  San  Diego 


Mnaa 

Marketing 
Conference,  News¬ 
paper  Association  of 
America,  San  Diego 
Marriott  Hotel  & 
Marina,  San  Diego 

FEBRUARY 

6_^n  E&P’s  13th 
U  Annual 
Interactive 
Newspapers 
Conference 
&  Trade  Show, 
Adweek  Conferences, 


San  Jose  Convention 
Center,  San  Jose,  Calif. 

Oj.QTiPAKey 

L*t  LI  Executives 
Conference,  Inland 
Press  Association,  The 
Registry  Resort  Hotel, 
Naples,  Fla. 

MARCH 

M  National 

Computer- 
Assisted  Reporting 
Conference, 
Investigative  Reporters 
and  Editors  and 
National  Institute  for 
Computer-Assisted 
Reporting,  DoubleTree 
Hotel,  Philadelphia 

NOTE:  To  list  ei'ent.s, 
plea.se  e-mail  to 
Calendar  Editor  at 
calendar  (aeditorand 
publlsher.com  or fax 
to  (646)  6.54-5370. 


Normal  people  in  abnoimal  times 


Covering  the  hometown  heroes 


Tim  McGuire:  Papers  should  do  more 


BY  DAVE  ASTOR 

CHICAGO 

IN  A  POST-SePT.  11 
world,  newspaper 
feature  sections 
should  focus  more  on 
ordinary  people. 

That  was  among 
several  suggestions 
made  by  American 
Society  of  Newspaper 
Editors  President  Tim 
J.  McGuire  w'hen  he 
spoke  at  the  American 
Association  of  Sunday 
and  Feature  Editors 
(AASFE)  convention 
here  on  Oct.  4. 

“We  can  find  heroes 


in  places  other  than 
athletic  fields  and 
movie  screens,”  said 
the  Minneapolis  Star 
Tribune  editor. 

“Please  reflect  on  the 
remarkable  stories 
that  flowed  from  the 
aftermath  of  the  Sept. 
11  attacks:  the  story’  of 
the  man  w  ho  died 
because  he  stopped  to 
stay  with  a  pregnant 
woman;  the  heroic 
stories  of  the  men  on 
the  Pennsylvania 
flight  who  saved  us 
from  more  destruction. 
Nothing  is  more 


compelling  than  the 
tales  of  ordinary  folks 
doing  extraordinary' 
things.” 

There  was  also  a 
session  on  feature 
coverage  of  the  World 
Trade  Center  disaster. 
Some  examples:  a 
photo  spread  of 
makeshift  memorials 
(New.sday,  Melville, 
N.Y.);  a  story  about  the 
differences  between 
Sikhs  and  Muslims 
(Houston  Chronicle)-, 
a  piece  on  how  some 
people  donating  blood 
for  the  first  time 
learned  they  had 
hepatitis  or  HIV  (The 
News  Observer, 


Raleigh,  N.C.);  and  a 
special  expanded  teen 
section  (Florida  Today, 
Melbourne). 

Editors  from  several 
papers  nationwide  said 
their  New  York-based 
arts-and-entertainment 
writers  became  news 
reporters  for  the  day  on 
Sept.  11. 

AASFE  President 
Steve  Doyle  of  the 
Orlando  (Fla.)  Sentinel 
said  the  convention 
drew  128  people  — 
only  12  less  than  the 
number  of  pre-Sept. 

11  sign-ups,  but  down 
by  roughly  half  from 
last  year  due  to  the 
economy.  S 
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“I  can  tell  you  first  hand  that 
the  Knight  Fellowship  is  the  best 
program  around  for  working 
joumahsts.  The  Knight  Fellow¬ 
ship  allows  you  room  to  breathe, 
ample  time  to  learn  and  explore, 
and  an  opportunity  to  focus  on 
yourself  as  a  person  and  as  a 
journalist.  My  year  at  Stanford 
has  allowed  me  to  realize  that  I  have  much  more 
to  accomplish  in  the  world  of  journalism.  It  has 
made  me  more  proud  and  confident  that  I  can 
make  a  difference  as  a  leader  and  as  a  journalist 
for  my  Navjyo  People,  for  American  Indians  and 
for  Indigenous  People  everywhere.” 

—  Tom  Arviso,  Jr.,  Editor,  Navajo  Times 
Fellow  8001 

“The  Knight  Fellowship  offers 
you  a  chance  to  expand  the 
framework  from  which  you  view 
the  world.  In  my  case,  it  meant 
honing  my  Chinese,  taking  class¬ 
es  at  the  Business  School  and 
learning  to  scuba  dive.  I  absorb¬ 
ed  things  from  the  perspective 
of  ‘learning  and  experiencing’  versus  the  ‘report 
and  edit’  mode  that  had  become  habitual.  And 
what  a  wonderful  world  that  is!” 

—  Lisa  Hsia,  Vice  President,  NBC  News 
Fellow  '93 

“Is  the  Knight  Fellowship  worth 
the  risk  of  stepping  off  your 
career  track  for  a  year?  The 
trade-off  is  a  once-in-a-lifetime 
opportuinity  to  study  and  reflect 
without  real-world  pressures, 
and  join  a  fraternity  of  top-notch 
journalists.  It  certainly  boosted 
my  enthusiasm  for  my  job,  and 
my  sense  of  what  I  can  accomplish  in  the  future. 
Bottom  line:  It’s  a  career-enhancer.” 

—  Richard  Oonzales,  National  Public  Radio 


“Every  journalist  should  attempt, 
at  least  once,  to  take  time  off 
from  the  newsroom;  to  step  back 
and  assess  where  you  are  going 
and  where  you  want  to  be,  and 
how  a  journalism  fellowship  can 
lead  you  to  that  goal.  Stanford 
University  is  the  perfect  environ¬ 
ment  for  those  looking  to  the 
changes  ahead  in  our  indxistry.  The  year  I  spent 
on  my  Knight  Fellowship  made  me  a  bom-again 
journalist.  The  time  I  was  able  to  spend  reading, 
researching  and  studying  reconnected  me  to  the 
passion  I  once  had  for  covering  the  news  as  a 
young  reporter.” 

—  Sheila  Stainback,  News  Anchor,  Conrt  TV 
Fellow  ’83 


Fellow  ’9S 


The  2002-2003 

John  S.  Knight 
FELLOWSHIPS  at  Stanford 

welve  journalists  win  Knight  Fellowships  at  Stan¬ 
ford  each  year.  What  do  they  get?  Nine  months  of 
study,  intellectual  growth,  and  personal  change 
at  one  of  the  world’s  great  universities  —  in  classes,  in 
independent  studies,  and  in  special  seminars  with  guest 
speakers.  At  the  end  of  the  year  they  return  to  their  news 
organizations,  better  prepared  for  the  rapidly  changing 
world  of  journalism. 

What  are  we  looking  for? 

★  Reporters  and  editors 

★  photographers  and  producers 

★  editorial  cartoonists  and  web-site  gurus  —  and  more 

We  want  people  who  have  already  accomplished  a  lot  and 
are  ambitious  to  do  more.  Candidates  must  have  seven 
years’  professional  experience.  Fellows  receive  a  stipend  of 
$55,000,  plus  tuition,  a  book  allowance,  a  housing  sup¬ 
plement.  and  a  child-care  allowance.  All  benefits  and 
activities  of  the  program  are  open  to  spouses  and  partners 
of  Fellows. 


The  application  deadline  for  next  year  is 
February  1,  2002.  For  a  brochure  and  applica¬ 
tion  form,  write,  phone,  fax  or  e-mail  to: 

John  S.  Knight  Fellowships  - 
Building  120,  Room  424 
Stanford,  Calif.  94305-2050 

Telephone:  (650)  723-4937 
Fax:  (650)  725-6154 

e-mail:  knightfellow@forsythe. Stanford. edu 
http:  /  /knight.  Stanford,  edu 
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Appellate  court  decision  due 


True'S  case  could  close 


BY  MARK  FITZGERALD 

CHICAGO 


This  could  be 
the  week  justice 
is  done  in  the 
Philip  True  case  —  or 
that  the  confessed  killers 
get  away  with  the  1998 
murder  of  the  San 
Antonio  Ki'press-News 
Mexico  City  bureau 
chief,  said  the  paper’s 
editor,  Robert  Rivard. 
True’s  decomposing 


body  was  found  in  a 
shallow  grave  tw'o  weeks 
after  he  disappeared 
hiking  through  a  remote 
mountain  range.  Two 
Huichol  Indians  con¬ 
fessed  to  strangling  the 
journalist,  then  contend¬ 
ed  they  acted  in  self- 
defense,  then  denied 
ever  encountering  True. 

The  case  languished 


until  last  winter  w'hen  a 
w'ealthy  expatriate 
American  began  binding 
the  Huichols’  defense. 

On  Aug.  3,  Judge  Jose 
Luis  Reyes  Contreras  in 
Colotlan  unexpectedly 
released  the  two,  ruling 
True  died  accidentally. 

“The  judge  has  disap¬ 
peared  from  Colotlan,” 
Rivard  said.  “The 
expatriate  down  there, 
Miguel  Gatins ...  has 


Robert  Rivard,  with  Philip 

said  he’s  donated 
$30,000  in  U.S.  cash  to 
fund  this  defense,  which 
[attorneys]  have  not 
accounted  for  to  him. 
I’m  not  going  to  infer 
anjthing  I  can’t  prove  — 
but  those  are  the  facts 


True’s  widow  and  her  son 

on  the  ground  as  we 
know  them.” 

If  an  appeals  court 
niling,  expected  this 
week,  upholds  the 
judge’s  decision,  True’s 
case  will  be  legally 
closed,  Rivard  said.  1! 
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Page  One  news  back  in  print 

IT  wasn't  published  in  a  New  York  minute, 
but  it  will  still  be  hot  off  the  presses. 

Barely  a  month  after 
the  terrorist  attacks, 

Andrews  McMeel 
Publishing  announced 
the  November  release 
of  “September  11, 

2001:  A  Collection  of 
Newspaper  Front  Pages 
Selected  by  the 
Poynter  Institute.” 

The  book  —  which 
includes  a  foreword  by 
former  New  York  Times 
Executive  Editor  Max 
Frankel  —  features  about  150  front  pages. 

Profits  and  royalties  go  to  the  United 
Way’s  September  1 1th  Fund.  —  Dave  Astor 

Togetherness  on  tap  in  Atlanta 

The  arernoon  Atunta  Journal  and  morning 
Atlanta  Constitution  will  be  combined 
into  one  morning  newspaper,  The  Atlanta- 
Journal  Constitution,  starting  Nov.  5, 
newspaper  executives  said. 

Publisher  Roger  Kintzel,  who  oversees 
both  papers  for  Cox  Newspapers  Inc.,  said 
the  merger  is  the  result  of  declining  reader- 
ship  for  the  afternoon  edition.  He  said  none 
of  the  newspapers'  combined  7,000  employ¬ 
ees  are  expected  to  be  laid  off,  but  several 
positions  will  be  eliminated  via  attrition. 

The  new  product  will  include  a  three-page 


opinion  section  to  allow  for  varying  view¬ 
points,  he  said.  —  Joe  Strupp 

KR  Digital’s  Legacy 

Knight  Ridoer  Digital  has 
chosen  Legacy.com  to  drive 
the  obituaries  of  its  online  editions 
in  Philadelphia,  Miami,  and 
Dallas-Fort  Worth. 

Based  in  Evanston,  III., 
Legacy.com  has  specialized  in 
“enhanced”  digital  obituaries 
that  can  contain  photos  and 
biographies  of,  and  tributes  to,  the 
dearly  departed.  Knight  Bidder’s 
philly.com  is  up  and  running  with 
Legacy,  which  also  provides 
information  about  local  funeral  homes, 
florists,  and  charities.  Legacy  investors 
include  Gannett  Co.  Inc.  and  the  Tribune  Co. 

—  Wayne  Robins 

‘O.C.  Register’  cuts  head  count 

The  Orange  County  Register  cut  105 
positions  last  week,  including  85  by 
layoff,  the  paper  reported.  The  Freedom 
Communications  Inc.  flagship  in  Santa 
Ana,  Calif.,  employs  1,850  people. 

Publisher  and  CEO  N.  Christian 
Anderson  III  said  the  cutbacks  were  made 
in  response  to  declining  advertising  revenue, 
which  was  worsened  by  the  Sept.  1 1 
terrorist  attacks  on  America.  “We  took  a 
closer  look  at  our  expenses  and  made  the 
painful  decision  to  eliminate  positions  so 


we  can  keep  our  business  sound,”  he  said  in 
a  note  to  readers.  —  J.S. 

‘Globe’-trotting  in  Worcester 

The  Telegram  &  Gazette  in  Worcester, 
Mass.,  recently  picked  up  The  Boston 
Globe’s  Sunday  travel  section  in  the  most 
visible  example  of  synergy  between  the  two 
since  G/obe-parent  New  York  Times  Co. 
bought  the  T&G  early  last  year. 

The  two  already  cooperate  on  some  ad 
sales  and  distribution  efforts.  No  further 
news  sharing  is  planned,  said  T&G  Publisher 
Bruce  Bennett.  —  Lucia  Moses 

B-school  named  for  Chapman 

Florida  International  University's 
graduate  business  school  will  become 
the  Alvah  H.  Chapman  Jr.  Graduate  School 
of  Business  in  honor  of  the  former  Knight 
Bidder  chairman,  the  university  announced 
last  week. 

Chapman,  80,  became  Knight  Bidder’s 
CEO  in  1976  and  its  chairman  in  1982.  He 
retired  as  chairman  in  1989  and  left  its  board 
of  directors  last  year.  —  Mark  Fitzgerald 

Journal  Register  adds  ‘Reporter’ 

Gannett  Co.  Inc.  sold  The  Reporter,  a 
18,874-circulation  daily  in  Lansdale, 

Pa.,  to  the  Journal  Register  Co.  The  Reporter, 
which  had  revenue  of  about  $13  million 
last  year,  became  Journal  Register’s  seventh 
daily  in  Greater  Philadelphia. 

Terms  were  not  disclosed.  — LM. 
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202-737-3700 

Knight  International  Press  Fellowships 
International  Center  for  Journalists 
From  two  to  nine  months  abroad 
www.icfj.org 

301-985-7279 

Knight  Center  for 
Specialized  Journalism 
University  of  Maryland 
Short  seminars,  timely  topics 
www.inform.umd.eda'knight 

213-743-4976 

Western  Knight  Center  for 
Specialized  Journalism 
University  of  Southern  California 
University  of  California  at  Berkeley 
Short  seminars,  timely  topics 
www.wkconlinc.org 

650-723-4937 

John  S.  Knight  Fellowships  for 
Professional  Journalists 
Stanford  University 
.4n  academic  year  of  individually 
designed  study 
knight.stanford.edu 

212-854-2711 

Knight-Bagehot  Fellowship  in 
Economics  and  Business  Journalism 
Columbia  University 
;V/  ne-  mon  th  f el  lows  h  ips 
w  ww.irn.columbia.edu  kniuht-batiehol 


IT’S 

YOUR 

CALL. 


MIDCAREER  TRAINING  - 
AND  BETTER  JOURNALISM  - 
IS  JUST  A  PHONE  CALL  AWAY. 


203-432-4784 

Knight  Foundation  Fellowship  for 
Journalists  in  Law 
Yale  University 
One-year  fellowships 
www.vale.edu/lawweb/lawschool/ 
gradpro  msli/knight 

617-253-3442 

Knight  Science  Journalism  Fellowships 
Massachusetts  Institute  of  Technology 
Nine-month  fellowships 
web.mit.edu/knight-science 


617-353-4239 

Knight  Center  for 

Science  and  Medical  Journalism 

Boston  University 

.Master  s  degree,  short  courses, 

journalist  in  residence, 

international  fellows 

www.bu.edu/'com/io/science 


404-653-0790 

Knight  Public  Health  Journalism 
Fellowships 

Centers  for  Disease  Control  and 
Prevention,  Atlanta 
Four-month  fellowships 
www.cdcfoundation.org 

802-388-0007,  ext  32 

Knight  Salzburg  Seminar  Fellowships 
Schloss  Leopoldskron,  Austria 
Week-long  sessions,  timely  topics, 
international  fellows 
www.salzburgseminar.org 

734-998-7666 

Michigan  Journalism  Fellows 
University  of  Michigan 
Fellowships  in  business,  medicine,  law 
and  education  for  an  academic  year 
www.mjfellows.org 

617-495-2238 

Nieman  Fellow  ships  for  Journalists 
Harvard  University 
Knight  sponsors  an  annual  Latin 
A  merican  fellow 
www'.nieman.harvard.edu 


More:  703-453-1122:  American  Society  of  Newspaper  Editors,  workshops  for  high  school  journalism  teachers:  Institute  for  Journalism  Excellence, 
placing  journalism  educators  in  newsmoms  /  202-6S9-6S10:  Radio  and  Television  New  s  Directors  Foundation.  Excellence  in  Journalism  Education 
Project,  placing  educators  in  television  and  radio  newsmoms  /  803-798-0271:  Association  of  Schools  of  Journalism  and  Mass  Communications. 
Journalist-in-Rcsidence  and  Broadcastcr-in-Residencc.  placing  working  journalists  on  campus  /  847-491-4900:  Media  Management  Center. 
Northwestern  University,  short  courses  in  media  management  training  /  573-882-2042:  Investigative  Reporters  and  Editors,  short  courses  for 
small  newspapers  /  202-293-7394:  Committee  of  Concerned  Journalists,  news  values  training  /  202-483-2512:  American  Political  Science 
Association,  congressional  work-studv  fellowships  for  journalists  /  510-891-9202:  Robert  C.  Maynard  Institute  for  Journalism  Education,  edit¬ 
ing.  management,  diversity  training  /  617-495-8269:  Graduate  School  of  Education  and  Shorenstcin  Center,  Harvard  University,  The  Media  and 
.American  Democraev  Institute  for  high  .school  humanities  teachers  /  305-634-2465:  Inter  American  Press  Association,  seminars  /  740-593- 
4898:  Ohio  University.  Knight  Graphics  Management  Fellowship  /  202-496-1992:  International  Womens  Media  Foundation,  training  online  / 
206-325-3010:  The  Institute  of  Educational  Inquiry,  education  reporting 


For  a  generation,  journalists  have  signed  up  for  midcareer  training  programs  supported  by  the  John  S.  and  Janies  L.  Knight 
Foundation.  They’re  glad  they  did.  Ask  one.  Then  make  your  own  call. 


John  S.  and  James  L. 

Lt“  Knight  Foundation 

Promotes  excellence  in  journalism  worldwide 
and  invests  in  the  vitality  of  26  U.S.  communities. 
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COLORADO 


Sharon  L.  Peters 

Sharon  Peters',  52,  has  been  named  vice  pres¬ 
ident  and  editor  of  The  Gazette  in  Colorado 
Springs,  She  succeeds  Terri  Fleming,  who 
j  resigned.  Peters,  an  adjunct  faculty  member 
at  Northwestern  University’s  Media  Manage¬ 
ment  Center  and  a  media  consultant,  was 
managing  editor  of  the  Leocington  (Ky.) 
Herald-Leader  from  1991  to  1994'.  The  author  of  several  books,  she 
has  worked  at  USA  Today,  the  Savannah  (Ga.)  Morning  News,  The 
Clarion-Ledger  in  Jackson,  Miss.,  and  The  Cincinnati  Enquirer. 


CALIFORNIA 
Mi-Ai  Parrish  to  deputv’  managing  editor 
for  features  at  the  San  Francisco  Chronicle 
from  associate  Sunday  editor.  Parrish 
succeeds  Liz  Lufkin. 

Andrew  Ross  to  senior  foreign  editor 


from  associate  editor  of  content. 

Leslie  Guevarra  to  associate  editor  from 
director  of  editorial  hiring. 

Ken  Conner  to  deputy  Sunday  editor  from 
projects  editor. 

Dick  Rogers  to  the  newly  created  position 


We  specialize  in  assisting  owners 
in  exploring  and  negotiating  the  ^e 
of  their  daily  newaiapers  ciiroN^ 
non-daily  newspi^r  groups. 


r>iren  \  uu  Kssen 


Dir1(s.  Van  Essen  &  Murray 

1 1 9  E.  Marty  Street,  Suite  1 00 

Santa  Fe,  New  Mexico  87501 

Tel:  505.820.2700 

Fax:  505.820.2900 

E-mail:  lnfo@dirksvanessen.com 

www.dirksvanessen.com 


l’hili))Murr( 


of  readers’  representative  from  assistant 
managing  editor  for  metro  news. 

Wendy  Miller  to  assistant  managing 
editor  for  metro  news  from  assistant 
!  metro  editor. 

FLORIDA 

Joseph  DeLuca  to  director  of  operations  for 
the  St.  Petersburg  Times  from  production 
'  director  at  The  Hartford  (Conn.)  Courant, 
effective  Nov.  12.  DeLuca  will  succeed 
I  Louis  J.  Franconeri,  who  retired. 

MICHIGAN 

Paul  C.  Bedient  to  publisher  of  the  Grand 
Haven  Tribune  from  advertising  director, 
effective  Jan.  1.  Bedient  will  succeed  Lee 
Carter,  who  will  become  publisher  of  the 
Sandusky  (Ohio)  Register. 

Michael  T.  Hengel  to  publisher  of  The 
Holland  Sentinel  from  publisher  of  the  Log 
!  Cabin  Democrat  in  Conway,  Ark.  Hengel 
succeeds  Ronald  A.  Wallace,  who  resigned. 

I 

NEW  YORK 

Howard  Hoffman  to  senior  vice  president 
and  director  of  newspaper  relations  at 
Parade  in  New  York  from  Parade  vice 
president  and  Southwestern  newspaper 
relations  manager. 

NORTH  CAROLINA 
Adrianne  Thomsen  to  circulation  manager 
I  of  The  McDowell  News  in  Marion  from 
I  circulation  office  manager. 

OHIO 

Dan  Bowerman  to  executive  editor  of 
The  News-Messenger  in  Fremont  and 
the  News-Herald  in  Port  Clinton  from 
editor  of  Greater  Niagara  Newspapers, 
a  four-daily  group  in  upstate  New  York. 
Bowerman  succeeds  Mickey  Johnson, 
now  executive  editor  of  The  Times  in 
I  Gainesxalle,  Ga. 

I  .  - ♦  •  ♦  -  - 

PENNSYLVANIA 

Gail 
Prather 

to  advertising  di¬ 
rector  of  the  Erie 
Times-News  from 
display  advertising  manager 
for  the  Portland  Press  Herald 
and  Maine  Sunday  Telegram. 
Prather  succeeds  Dennis  Sheely. 
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Back  to  normal?  Vanessa  Leggett  faces  more  pointless 
jail  time  as  John  Ashcroft  maintains  subpoena  silence 


Free-iance  journalist  Vanessa 
Leggett  should  have  been  freed 
from  the  U.S.  detention  center  in 
Houston  Oct.  12,  when  the  term 
expired  for  a  grand  jur>’  looking  into  a 
sensational  1997  murder.  But  in  a  cruel  and 
pjointless  punishment,  federal  prosecutors 
extended  the  grand  jur\’  for  another  three 
months  and  are  keeping  Leggett  locked  up 
for  protecting  her  sources. 

Weeks  ago,  Leggett  broke  the  record  for 
longest  incarceration  by  a  U.S.  journalist 
in  a  free-press  case.  In  1972,  William  Farr, 
a  reporter  for  the  old  Los 
Angeles  Herald-Kraminer,  AuthOF 

spent  46  days  in  lockup  for  ,  ,  , 

refusing  to  reveal  the  source  DC  lllin 

of  leaked  documents  in  the  T,P<J 

Charles  Manson  murder 
trial.  Leggett  will  reach  the  TOrj^Ott' 

100-day  mark  Sunday.  It’s  SWCCD  ( 

clear  she  vltII  not  give  up  ^  * 

whatever  sources  she  may  SIFICC  S' 

be  protecting.  The  authori¬ 
ties  should  let  her  go,  just  as  they  routinely 
release  similarly  recalcitrant  witnesses. 

Prosecutors  are  piling  on  Leggett 
simply  because  they  think  they  can  get 
away  with  it.  Their  first  gambit  was  to  say 
Leggett  was  not  a  journalist  and  did  not 
merit  the  attention  of  the  “real”  press.  It’s 
true  enough  that  Leggett  doesn’t  have 
much  of  a  clip  file.  But  she’s  spent  four 
years  working  on  a  true-crime  book  about 
the  murder  of  Doris  Angleton,  whose 
wealthy  bookie  husband  beat  state 
murder-for-hire  charges.  Even  the  feds 
apparently  respect  her  investigative- 
reporting  skills  —  or  they  wouldn’t  be 
fishing  for  her  confidential  sources. 

Journalists  recognize  Leggett  as  one  of 
their  own.  Free-press  organizations 


Authorities  may 
be  thinking  that 
Leggett  will  be 
forgotten  in  the 
sweep  of  events 
since  Sept.  11. 


ranging  from  the  Reporters  Committee 
for  Freedom  of  the  Press  in  jVrlington, 

Va.,  to  Reporters  Without  Borders  in 
Paris  have  raised  alarms  over  her 
imprisonment.  Early  this  month,  Danilo 
Arbilla,  the  president  of  the  Inter  Ameri¬ 
can  Press  Association,  visited  Leggett  in 
jail.  At  its  recent  convention,  the  Societv- 
of  Professional  Journalists  announced  it 
has  raised  enough  money  to  pay  half  of 
her  legal  bill,  which  Houston  attorney 
Dick  DeGeurin  is  capping  at  $2.5,000. 
Authorities  may  now  be  thinking  that 
Leggett  will  be  forgotten 
ieS  niaV  in  the  sweep  of  events 
,  ,  ‘  since  the  Sept.  11  attacks. 

inUt  The  press  has  a  special 

iV’ill  he  responsibilitv’ to  ensure 

,  that  does  not  happen  — 

[1  in  trie  especially  since  this  may 

*  events  shaping  up  to  be  a 
favorite  U.S.  Justice 
3t.  11.  Department  tactic. 

Since  the  attacks. 
Attorney  General  John  Ashcroft  — 
whose  office  turned  down  appeals  from 
Leggett  —  also  has  ignored  the  attempts 
of  Sen.  Charles  E.  Grassley,  R-Iow'a.  to 
discover  whether  Ashcroft  authorized 
the  secret  subpoena  of  Associated  Press 
reporter  John  Solomon’s  home 
telephone  records. 

Certainly,  Ashcroft’s  office  is  busy, 
but  a  quick  check  of  its  recent  press 
announcements  shows  Justice  had  plenty 
of  time  for  numerous  actions  unrelated  to 
the  war  on  terrorism,  including  settling  a 
lawsuit  against  the  Best  Western  Scenic 
Motor  Inn  in  Batesville,  Ark.  If  there’s 
time  for  that,  Ashcroft  can  surely  find  a 
moment  to  explain  how  seriously  he  takes 
the  issue  of  subpoenaing  journalists. 
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A  month  after  Sept. 
11,  “we’re  still 
absolutely  selling 
more  copies.” 

MARK  OGLE 

The  Register-Guard 


nf  MGHUNISI^ 


the 


Circulation  Director  Mark  Ogle.  Even  y 
into  mid-October,  he  says,  “We’re  still 
absolutely  selling  more  copies  than  we 
were  a  year  ago.” 

The  Washington  Post  has  been  selling 
an  additional  10,000  copies  on  weekdays 
in  recent  weeks,  for  about  a  5%  increase 
in  single-copy  sales,  encouraging  news  to 
Circulation  Vice  President  David  Dadisman. 
He  says  that  after  declining  1.2%  in  the  six 
months  ended  March  31,  the  Post's  circula¬ 
tion  shnmk  less  than  0.5%  in  the  following 
six-month  period,  aided  by  three  weeks  of 
terrorism  coverage.  At  this  rate,  he  says,  it’s 
possible  circulation  could  be  flat  in  next 
March’s  statement  —  which  would  be 
considered  a  strong  step  forward. 

“I  think  we  can  take  off  the  loss,”  he  says. 
“I  would  like  to  be  a  plus.  It’s  just  too  early 
to  say,  though.” 


Circulation  is  up,  amid  war  and  terrorism,  but 
will  papers  make  the  best  of  a  bad  situation? 

BY  LUCIA  MOSES 

Five  weeks  after  Sept.  11,  and  two  weeks  into  the 
anthrax  scare,  daily  newspaper  circulation  remained  at 
higher  levels,  according  to  an  informal  survey  of  news¬ 
papers  of  varying  sizes  across  the  country.  Of  40  dailies 
surveyed  by  Editor  ^  Publisher  during  the  past  10  days, 
34  reported  that  their  circulation  had  grown,  with  many  reporting 
increases  in  the  0.5%  to  1.5%  range.  While  these  are  but  a  fraction 
of  the  spikes  that  many  dailies  experienced  in  the  days  after  the 
terror  attacks  in  New  York  and  outside  Washington,  they  could,  if 

sustained,  put  the  industry  on  a  growth  track  look  to  newspapers  as  a  credible  source  of 


Turning  the  page 

Findings  by  the  Pew  Research  Center 
underscore  newspapers’  popularity  in  times 
of  crisis.  Three  weeks  after  Sept.  11,  fewer 
people  kept  their  TVs  and  radios  tuned  to 
news  on  the  crisis,  but  there  was  no  drop¬ 
off  in  how  the  public  used  newspapers  to 
stay  informed,  according  to  a  Pew  phone 
survey  of  1,001  adults  taken  Oct.  1-3. 
Roughly  two-thirds  (67%)  still  kept  watch 
on  TV  coverage,  down  from  81%  during 
Sept.  13-17,  while  half  said  they  were 
reading  the  newspaper  more  closely. 

iTie  last  time  the  country  was  at  war,  in 
the  Persian  Gulf,  newspapers  also  saw 
reader  interest  grow,  although  the  surge 
was  small  and. 
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That’ll  be  the  day:  Local 
stories  take  a  back  seat 


four  additional  pages  each  day  to 
accommodate  war  stories,  even  as  it 
gives  some  local  issues  less  space.  “They 
still  get  good  play,”  says  Editor  Steve 
Prosinski,  “but  they’re  not  the  most 
important  stories.” 

For  other  similar-size  dailies,  the 
effort  to  keep  up  with  the  national  crisis 
has  meant  reallocating  staff  to  focus  on 
war-related  events.  Ed  Simpson,  editor 
of  The  Joplin  (Mo.)  Globe,  circulation 
30,903,  added  three  extra  news  pages 
at  a  cost  of  about  $2,400  a  day  and 

one  of  his  12  reporters  to  a 
new  homeland  security  beat, 
while  another  is  now'  cover¬ 
ing  military  afl’airs.  “News 
that  seemed  so  important 
four  weeks  ago  does  not 

seem  so  now,”  he  says. 

Rob  Dean,  manag¬ 
ing  editor  of  The  San¬ 
ta  Fe  New  Mexican, 
which  placed  two  of  its 
13  writers  on  localized 
war-related  coverage, 
agreed.  “We  haven’t 
stopped  [other  local] 
reporting,”  Dean  says. 
“It’s  just  a  matter  of 
prominence  of  play." 
He  says  some  local 
stories  that  would 
have  been  natural 
Page  One  leads  for  the 
24,486-circulation 
daily  are  now  given  below-the-fold  or 
inside  treatment,  citing  the  recent  shoot¬ 
ing  by  police  of  a  woman  who  pulled  a 
gun  on  her  neighbors  as  an  example. 

Other  papers  have  made  changes  on  a 
smaller  scale.  The  Kipress-Times  (circu¬ 
lation  50,674)  of  Easton,  Pa.,  added  a 
second  letters-to-the-editor  page  to 
handle  the  growing  correspondence 
about  the  war  —  assuming  editors  will 
remain  willing  to  open  mail  from 
strangers.  The  Janesville  (Wis.)  Gazette 
(circulation  24,617)  devoted  a  recent  kids’ 
page  to  information  about  Middle  East 
countries  and  Muslim  beliefs.  “We’ve 
been  looking  for  another  story  to  beat  it,” 
says  Express-Times  Editor  Joseph  P. 
Owens,  “and  it  hasn’t  happened.  (1 


BY  JOE  STRUPP 

Take  a  quick  glance  at  the 
Lubbock  (Texas)  ^ra/ancAc- 
JoumaT s  front  page  these  days 
and  you’re  apt  to  forget  that  the 
56,920-circulation  paper  is  the  local 
news  source  for  much  of  northwestern 
Texas.  Since  the  Sept.  11  terrorist 
attacks.  Page  One  of  they4-J  —  long  a 
font  of  information  about  Texas  Tech 
University  and  events  honoring  home¬ 
town  rock  ’n’  roll  legend  Buddy  Holly  - 
has  been  taken  over  by  full-scale  cover¬ 
age  of  the  nation’s  war  on  terrorism.  reassigned 

“Before  the  [terrorist 
attacks]  happened,  we 
strived  to  be  local,”  says 
Editor  Randy  Sanders, 
a  30-year /I -J  veteran. 

“Now  we  don’t  have 
that  emphasis.” 

The  Lubbock  paper  is 
in  good  company  when 
it  comes  to  changing  its 
focus.  For  most  small  to 
midsize  dailies,  whose 
top  news  stories  used  to 
have  more  to  do  with 
municipal  government 
than  with  international 
relations,  the  war  on 
terrorism  has  presented  a 
tough  challenge:  to  give 
readers  enough  information 
about  the  crisis  without 
neglecting  the  responsibility 
to  report  local  news. 

“We  struggle  every'  day  because  we 
don’t  have  a  lot  of  space,”  says  Sanders, 
who  offers  the  recent  suspension  of  a 
local  sheriff  as  an  example  of  the  kind  of 
story'  that’s  been  downplayed  lately.  “We 
have  to  examine  the  space  every  day.” 

Sanders  has  removed  skybox  teasers 
on  Page  One  to  free  up  room  for  photos 
and  headlines,  while  eliminating  the 
“People”  column  on  the  second  news 
page  and  replacing  it  with  war-related 
news.  In  addition,  the  paper’s  editorials 
—  normally  targeting  school  taxes  and 
local  development  —  are  taking  a  turn  to 
more  patriotic  and  national  issues. 

The  47,011-circulation  Billings 
(Mont.)  Gazette  is  running  as  many  as 


Hawking  The  Columbus  (Ohio)  Dispatch  Sept. 
12:  Can  newspapers  hold  on  to  new  readers? 


like  the  conflict,  short-lived.  Most  of  the 
newspaper  executives  interviewed  for  this 
story  believe  reader  interest  will  remain 
higher,  and  longer,  this  time  —  due  to  the 
ongoing  nature  of  the  conflict  and  the 
dangers  posed  by  terrorism  at  home. 

“Right  now,”  says  James  P.  Santori,  pub¬ 
lisher  of  the  Decatur,  Ill.,  Herald  £5?  Review, 
“it’s  local.”  Terrorist  .scares  affect  every  large 
city  and  small  town  in  the  country,  and  the 
i.ssues  are  complex,  well-suited  to  the  in- 
depth  coverage  at  which  newspapers  excel. 

Perhaps  that’s  why  home  delivery  is  up. 
Maine’s  Bangor  Daily  News,  while  maintain¬ 
ing  strong  single-copy  gains  through  Sep¬ 
tember,  saw  voluntary'  subscription  starts 

Promoting  loyalty,  at  the  Sf.  Petersburg  (Fla.) 

Times  and  The  Des  Moines  (Iowa) 
.  Register 
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double  to  about  60  a  week  from  about  30  a 
week  in  August.  “This  is  quite  new,”  says 
Michael  D.  Fem,  circulation  director. 
“Usually  one  is  at  the  expense  of  another.” 

Similarly,  at  The  Sun  in  Baltimore, 
single-copy  sales  were  up  1,000  a  day  while 
subscriber-recruitment  efforts  have  been 
slightly  more  effective,  Gar\'  Olszewski, 
director  of  circulation  sales  and  marketing, 
said  in  early  October.  “Most  single-copy 
stories  are  brief  in  nature,  and  there  really 
isn’t  a  spin-off  on  the  home-deliveiy  ^ 
side,”  he  say’s.  “I  really  think  it’s  a 
change  in  mood.  Maybe  it’s 
just  the  longer-term  nature  of 
what’s  going  on.” 


tl 


Time  for  promo 

The  challenge  ahead  for 
newspapers  is  to  sustain  their 
readership  gains  by  converting 
occasional  readers  into  more 
lucrative  subscribers,  who  pro¬ 
vide  the  bulk  of  circulation  revenue  and  are 
the  readers  most  advertisers  seek.  More¬ 
over,  papers  must  determine  ways  to  keep 
new  readers  engaged  if  and  when  the  news 
cycle  calms  do^vn.  “Newspapers  have 
pushed  very  hard  to  be  local,  local,  local,” 
says  the  E.VV.  Scripps  Co.’s  Tim  Stautberg. 
“Is  that  what  readers  want  now,  or  are  they 
now  interested  in  international  news?” 

Forward-thinking  circulation  managers 
are  looking  for  ways  to  make  regular  read¬ 
ers  out  of  occasional  ones.  After  Sept.  11,  the 
Eugene  Register-Guard  increased  the  num¬ 
ber  of  subscription-offer  cards  it  stuffs  into 


single  copies  each  fall.  The  Santa  Cruz 
County  (Calif.)  Sentinel  mailed  an  offer  to 
potential  subscribers  telling  them  of  the 
grovv’ing  importance  of  keeping  up  on 
national  news.  And  the  Herald-Journal  in 
Spartanburg,  S.C.,  stepped  up  its  use  of 
telemarketers,  kiosks,  and  direct  mail. 

Some,  seeing  the  potential  for  war  and 
terrorism  to  have  a  direct  impact  on  young 
people  for  years  to  come,  are  taking  steps  to 
court  that  age  group  which  has  so  far  elud- 
^ed  them.  The  St.  Petersburg  (Fla.)  Times 
mblished  a  special  section  containing 


Ill  a  time  oferisis, 
“people  are  more 
apt  to  look  to 
newspapers.” 
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several  of  its  post-Sept.  11  front  pages  and 
widely  distributed  them  to  schools.  The  Des 
Moines  (Iowa)  Register,  after  noticing 
papers  were  selling  well  in  areas  where  a  lot 
of  young  people  live,  has  been  punching  up 
its  coverage  with  colorful  graphics  designed 
to  appeal  to  that  demographic  group. 

It  would  seem  that  this  would  be  a  good 
time  for  newspapers  to  advertise.  Some 
have,  but  only  in  their  own  pages, 
preaching  to  the  choir.  Others  have  simply- 
shifted  messages  already  scheduled  in  other 
media,  or  claim  they  don’t  have  the  market¬ 
ing  budget  to  do  any  extra  promotion. 


Kiiiglit  International 
Press  Flellowsliips 

Live  abroad  for  up  to  nine  months  and  share  your  skills 
with  colleagues  in  emerging  democracies. 


Deadlines  for  applications:  January  15  &  July  15 


U.S.  Newspaper,  Radio  and  TV  Professionals  needed  with  experience  in: 

•  Advertising  •  Circulation  •  Pre-press  Production 

•  Broadcast  Production  •Curriculum  Development  •  Reporting  and  Editing 

•  Business  Management  •  Design  and  Layout 


For  more  information  or  an  application,  contact: 


International  Center  for  Journalists 

1 61 6  H  Street,  NW»  Third  Floor 

Washington,  DC  20006  •  Tel:  202-737-3700  •  Fax;  202-737-0530 
Web;  www.icfj.org  •  E-mail:  knight@icfj.org 


Tbe  scarcity  of  promotional  dollars 
makes  it  hard  for  newspapers  to  capitalize 
on  the  circulation  opportunities  before 
them,  the  NAA’s  Murray  says.  On  the  other 
hand,  he  says,  papers  have  improved  their 
retention  programs,  putting  them  in  a 
better  position  to  hold  on  to  subscribers. 

Without  promotional  efforts,  newspapers 
could  lose  the  chance  to  cement  the  tenu¬ 
ous  connection  wth  occasional  readers 
made  in  the  initial  days  after  the  Sept.  11  at¬ 
tacks.  The  Readership  Institute  at  North¬ 
western  University’s  Media  Management 
Center  found  that  government  and  interna¬ 
tional  news  ranked  third  behind  local  and 
lifesty'le  news  in  terms  of  topics  that  have 
the  potential  to  drive  readership.  Still, 
newspapers  need  to  give  people  a  reason  to 
keep  bimog  the  paper  after  the  news  dies 
down,  says  Mary  Nesbitt,  the  institute’s 
managing  director.  “We  think  this  is  a 
tremendous  opportunity’  for  newspapers, 
hav’ing  renewed  the  connection  with  infre¬ 
quent  readers,  to  show  them  there’s  lots  in 
the  paper  of  interest  to  them.”  Nesbitt  says. 

Goose  already  eooked? 

Not  everyone  is  conv’inced  that  the  public 
appetite  for  news  wll  last  and  that  it  will 
lead  to  a  long-term  reversal  in  newspaper 
circulation  trends,  however. 

Newspaper  analyst  John  Morton  says 
that  while  reader  interest  in  terrorism 
coverage  may  help  goose  the  numbers  in 
the  next  circulation  reporting  period,  he 
doesn’t  see  the  current  crisis  hav’ing  a 
long-term  sales  impact.  What  increases 
there  are  won’t  be  enough  to  reverse  the 
general  circulation  trend,  he  says,  and 
won’t  generate  enough  revenue  to  offset 
the  higher  newsprint  costs  associated  with 
bigger  press  runs  and,  in  some  cases, 
ex'panded  coverage  (see  story,  p.  17). 

Of  course,  this  view  does  not  take  into 
account  the  effect  real  growth  might  have 
on  the  psychology  of  advertisers  who  have 
viewed  newspapers  as  a  medium  in  decline 
since  “I  Love  Lucy”  hit  the  airw’aves.  Frag¬ 
mentation  is  getting  ever  worse  in  com¬ 
peting  media  The  Net  has  proved  more  a 
direct-marketing  than  an  advertising  me¬ 
dium.  If  papers  were  growing,  particularly 
among  the  young,  they  could  regain  their 
historic  position  as  the  No.  1  ad  medium. 

Many  newspapers  will  begin  showing 
higher  circ  figures  in  the  period  ended  Sept. 
30  due  to  the  relaxation  of  Audit  Bureau  of 
Circulations  standards.  But  sophisticated 
advertisers  will  see  through  those  numbers. 
It  would  thus  be  propitious  to  show  some 
re^d  growth,  and  this  might  be  the  best  of 
times,  in  the  worst  of  times,  to  do  it.  11 
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NEWSPAPER  PRODUCTION  A  SUPPLEMENT  TO  EDITORS  PUBLISHER 


EQUIPMENT 

ADOBE  SYSTEMS  INC. 

San  Jose,  Calif. 

Announced  spring  a\  ailabilit}’  to  integra¬ 
tors  of  version  2.0  of  InCopy,  its  editorial 
application  based  on  the  InDesign  layout- 
and-design  program’s  architecture.  For 
writers,  editors,  and  copvfitters  working  in 
cross-media  publishing  environments, 
InCopy  now  supports  extensible  markup 
language  (XML),  has  enhanced  editing 
tools  such  as  dvnamic  spell  check,  and 
features  an  improved  user  interface  that 
lets  users  work  on  multiple  views  of  a  storv' 
simultaneously.  Much  of  the  change, 
especially  for  copy  editors’  use,  came  out 
of  discussions  with  The  Boston  Globe. 

InCopy  2.0  provides  the  ability 
to  create,  import,  edit,  and  export 
stories  in  XML.  Separation  of 
content  and  fonn  also  allows 
InCopy  to  create  content  that  can 
be  used  for  many  different  media 
tvpes  in  any  w  ork  flow'.  Full-text 
view  allows  the  entire  screen  to 
be  used  when  editing.  Galley  view' 
and  layout  view  can  open  at 
the  same  time,  enabling  users 
to  edit  copy  in  fiill-text  mode, 
while  viewing  InDesign  line 
breaks  in  the  layout.  Other 
features  include  menu  functions 
mapped  to  the  keyboard  for 
efficiencv';  an  editing  screen  with 
collapsible,  customizable  palettes; 
table  creation  inside  InCopy  and 
InDesign;  macros  to  speed  text 
substitution;  and  improved 
annotation  using  in-line  notes, 
which  can  be  exported  as  PDF 
comments  for  collaboration. 

SAXOTECH  A/S 

AaUx^r^,  Denmark;  Rockville,  Md. 

Signed  two  more  contracts  with 
Swift  Newspapers  Inc.  that  expand 
use  of  the  Publicus  online  publishing 
sv’stem.  Swift  publishes  community'  Web 
sites  for  many  of  its  28  print  publications 
and  has  launched  visitor  Web  sites  in  resort 
communities  where  it  publishes,  including 
Lake  Tahoe,  Calif.;  Reno,  Nev.;  and  Aspen, 
Colo.  The  new  contracts  allow  Swift  to 
convert  15  more  Web  sites  to  Publicus,  with 
an  option  to  add  more  uniform  resource 
locators  (URLs)  at  anytime.  Included  are 
the  Publicus  Base  System  and  the  following 
add-on  modules:  Query  (polling  and 
competitions);  Agenda  (calendar  of  events); 


Classifieds  (searchable  text-based  advertis¬ 
ing);  Multi-Channel  (wireless,  handheld, 
e-mail  publishing);  Newsgroups  (threaded 
discussion  groups);  and  Guides  (entertain¬ 
ment  and  business  directories).  Swift  also  is 
adding  another  tourism  portal  and  14 
newspaper  Web  sites  to  its  Publicus 
installation.  The  contract  includes  training, 
consulting  services,  support,  and  software 
maintenance.  SaxoTech  will  continue  to 
host  and  manage  all  Swift  Publicus  Web 
sites  at  SaxoTech’s  data  center  in  northern 
Virginia.  Implementation  is  underway. 

Earlier,  the  Royal  Gazette,  Hamilton, 
Bennuda  converted  to  complete  SaxoPress 
and  Publicus  systems  to  produce  its  print 
and  online  editions.  Its  60-seat  system 
includes  the  basic  SaxoPress  sy.stem  with 
Articles  Module,  SaxoText  te.xt  editor. 

Wire  Articles  and  Wire  Photos  modules. 


Local  Photos  Module,  I.ayout  Module,  and 
QuarkXPress  Xtensions;  Automatic  Image 
Processor  software  to  automate  image 
preparation  for  print  and  Web  output; 
SaxoBRS  for  archiving  of  all  of  published 
text,  images,  and  pages  in  a  central, 
indexed  repository.  The  ftill  system  is 
staged  on  Windows  2000  .servers  running 
an  OracleSi  database,  with  Windows 
reporting,  editing,  and  pagination  stations. 
'Fhe  Publicus  system  —  hosted  and 
managed  at  SaxoTech’s  North  American 
data  center  —  will  integrate  the  company’s 


news  operations  into  the  process  of 
building  online  publications.  The 
E-Commerce  Module  allows  the  sale  of 
goods  and  services.  Agenda  gives  the 
Gazette  a  way  to  gather  and  publish 
calendar  data  online  and  in  print.  Guides 
allows  the  paper  to  build  a  complete  online 
directory  of  island  tourist  sites  and  services. 
Print  and  online  employees  of  the  daily 
Gazette  and  the  weekly  Mid-Ocean  News 
use  one  SaxoPress  system  to  write,  edit,  and 
produce  for  print  and  the  Web.  SaxoPress 
and  Publicus  will  be  integrated  with  a  Miles 
33  advertising  system. 

SaxoTech  also  reached  agreement  with 
InfiNct,  the  online  publishing  applications 
service  provider  based  in  Norfolk,  Va. 
InfiNet  offers  SaxoTech’s  Publicus  to  its 
300-plus  newspaper  and  publishing  affili¬ 
ates  and  its  prospects.  SaxoTech  offers 

InfiNet’s  application  hosting  and  sup¬ 
port  services  to  its  Publicus  customers. 

ATEX  MEDIA  SOLUTIONS 

Bedford,  Mass. 

Installed  Prestige  at  North  Jersey 
Media  Group  Inc.,  where  it  auto¬ 
mates  news  operations  for  The 
Record,  Hackensack,  N.J.,  and  the 
Herald  News,  West  Paterson,  N.J. 
Combining  desktop  publishing 
applications,  specially  written 
software,  and  a  relational  database  to 
track  changing  content,  the  system 
comprises  30?  workstations  for 
reporting,  editing,  pagination, 
production  tracking,  and  Web 
output.  It  also  accommodates 
multiple  users  who  will  access  the 
system  remotely  via  the  Prestige  Web 
client.  Implementation  is  scheduled 
to  be  completed  early  next  year,  when 
Pre.stige  will  replace  the  Herald  News' 
Agile  system  and  The  Record's  Atex 
J-11  system.  The  latter  worked  with 
Atex  Press2Go  layout,  which,  like 
Prestige,  relies  on  QuarkXPress 
for  pagination. 

Another  multisite  Prestige  user. 
Newspapers  of  New  England  group, 
nms  systems  at  the  Valley  News,  Lebanon, 
N.H.,  and  The  Recorder,  Greenfield,  Mass. 
In  Springfield,  Va.,  Gannett  Co.  Inc.’s 
Army  Times  Publishing  Co.  produces 
seven  tabloid  newspapers  and  associated 
Web  sites  on  a  120-u.ser  Prestige  system. 

Following  in.stallation  of  Atex  Enterprise 
advertising  and  DC4  digital-asset-manage- 
ment  systems,  Malaysia’s  Star  Publications 
Berhad,  publisher  of  The  Star,  also  recently 
replaced  a  J-11  system  with  Prestige  to 
manage  content,  paginate,  and  output  to 


Dynamic  Internet  publishing 


Web  site  visitor 


Publicus  receives 
the  user’s  request 
and  determines  what 
information  is  needed 
to  fulfill  it 


The  Web  server 
transmits  the 
finished  Web  page 
to  the  visitor  for 
display  in  their 
Web  browser 


^  Publicus  combines 
CF  the  correct  text  and 
images  with  the 
selected  template 
to  create  a  complete 
Web  page 


Publicus  Online  Production  System 


Publicus  retrieves 
the  appropriate 
HTML  template 


Publicus  retrieves  the  latest 
data  from  the  database 


SaxoTech’s  scheme  for  online  publishing  with  its  Publicus  system 
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Composer  interface’s  Production  View  in  Openpages’  ContentWare  iden¬ 
tifies  and  displays  an  edition’s  sections,  zones,  pages,  and  components. 


the  Web.  Supporting  more  than  200  seats, 
the  Kuala  Lumpur-based  system  is  among 
the  largest.  It  includes  a  remote  site  at 
Penang.  Eight  weeks  after  installation 
began,  the  system  produced  live  pages  of  a 
large,  full-color  section;  other  sections  of 
the  220-page  paper  are  migrating  to  the 
new  system  in  stages.  The  Star  repurposes 
content  vrith  Prestige  Web  builder,  which, 
through  a  series  of  queries,  e.xamines  the 
database,  identifies  stories  to  go  online, 
and  populates  Web  pages  within  minutes 
using  preset  criteria.  Stories  are  archived 
via  Ate.x-written  interface  to  DC4,  from 
which  they  are  accessible  anyw'here.  DC4 
houses  library  data  and  all  multimedia, 
photo,  and  graphic  files,  which  are 
accessible  via  Web  browser. 

OPENPAGES  INC. 

Westford,  Mass. 

Released  ContentWare  Editorial  Edition 
3.0,  for  cross-media  publishing  (print, 
Web,  wireless)  using  familiar  applications 
(Word,  Photoshop,  XPress)  in  a  managed 
work  flow  that  allows  multiple  users  to 
edit  a  single  QuarkXPress  page.  Its  new, 
browser-based  WebE.xpress  tool  permits 
remote  content  creation,  submission, 
searches,  previews,  and  story  check-in/out. 
The  new  version  integrates  QuarkCopy- 
Desk  for  writing  and  editing  (and 
enhanced  support  for  importing  and 
managing  ads  for  publications,  sections, 
and  pages)  and  QuickWire  for  wire 
capture;  expands  integration  with  XPress 
for  both  zoning  as  well  as  editorial  content; 
provides  additional  Macintosh  support; 
integrates  Gannett  Media  Technologies 
International's  Digital  Collections  media 
archive;  improves  ad  stack  importing;  and 
includes  a  centralized  software-upgrade 
utility  for  system  administrators. 


Knight  Ridder’s 
Saint  Paul  (Minn.) 
Pioneer  Press  recently 
installed  Content- 
Ware  for  more  than 
200  users.  Media 
General  Inc.’s 
Winston-Salem  (N.C.) 
Journal  will  use 
ContentWare  to 
manage  and  move 
text,  graphics,  photos, 
audio,  and  video,  to 
multiple  channels  as 
part  of  a  multimedia 
newsroom  capable  of 
delivering  breaking 
news  and  weather 
with  streaming  video 


from  a  local  TV  partner. 

HARRIS  PUBLISHING  SYSTEMS 

Melbourne,  Fla. 

Sold  Gannett’s  Montgomery  (Ala.) 
Advertiser  the  Webjaz  Web  site  content- 
management  component  of  the  supplier’s 
Jazbox  suite  of  integrated/stand-alone 
products.  To  be  interfaced  with  the 
Advertiser's  Harris  NewsMaker  print- 
production  front-end  system,  Webjaz 
obviates  manual  coding  and  editing  in 
hypertext  markup  language  (HTML).  It  is 
integrated  with  Dreamweaver,  allowing 
the  Web  staff  to  concentrate  on  design  and 
presentation  rather  than  reformatting 
stories  for  the  Internet.  The  Datajaz 
database  will  store  native  files  of  any  kind, 
including  Web  page  templates,  XML,  and 
MP3s.  Montgomery’s  installation  is 
ex|)ected  to  be  complete  within  weeks. 
Other  Jazbox  elements  are  Newsjaz,  for 
print  and  the  Jazstor  archive  for  all  types 
of  digital  files. 

Media  General  chose  Harris  to 
supply  its  Bristol  (Va.)  Herald-Courier 
with  the  Newsjaz  editorial  system  and 
Jazstor  archive  —  also  slated  for 
mid-November  completion.  The  system 
will  consist  of  25  reporter/editor  clients, 
the  Web-based  Jazbox  Correspondent 
remote-reporting  tool,  and  Adobe 
InDesign.  At  its  core,  the  Jazbox  Data 
Center  database  stores  all  file  tvqos, 
giving  users  access  to  all  needed 
elements  and  production  tools.  Harris 
will  import  the  Herald-Couriers  current 
text-only  files  into  Jazstor,  where  the 
paper  will  be  able  to  collect  all  text, 
graphic,  image,  and  PDF  files.  Jazstor’s 
browser  interface  allows  reporters  and 
editors  to  search  for  published  items  of  all 
file  typws,  including  audio  and  video. 


FRENKEL  JOINS  MEDIA 
COMMAND  AS  ITS  COO 

Media  command,  the  Florida 

firm  formed  two  months  ago  when 
venture  capitalists  and  management  bought 
Geac  Computer  Corp.’s  Tampa-based 

Publishing  Systems 
division,  appointed 
David  Frenkel  as  chief 
^'1  operating  officer  for 
the  Americas.  Among 
companies  Frenkel 
'  started  that  automat- 
^  ed  classifieds,  cata- 
David  Frenkel  logs,  and  directories 

Media  Command  was  Pentawave. 

developer  of  print  and  Internet  classified- 
and  display-ad  systems  for  the  automotive, 
real-estate,  and  employment  industries.  His 
industry  experience  also  includes  senior 
positions  at  hardware,  software,  and  con¬ 
sulting  firms,  including  directing  sales  and 
marketing  to  newspapers  and  magazines 
for  Intergraph’s  former  Optronics  Division. 

CONNELL  NOW  TOP 
TECHATNET-LINX 

Already  chief  technologist  at 

net-linx  Publishing  Solutions,  Sacra¬ 
mento,  Calif.,  Jimmy  Connell  is  now  execu¬ 
tive  vice  president,  product  engineering, 
overseeing  development  of  editorial  and 
advertising  software.  With  more  than  20 
years’  experience  developing  newspaper 
systems,  Connell  founded  CompuText. 
which  was  absorbed  by  Systems  Integrators 
Inc.  (Sll)  before  that  company's  sale  to 
net-linx  AG.  Dresden,  Germany.  Also  from 
Sll,  Client  Services  Vice  President  Allan 
Katzen  is  now  global  operations  vice  presi¬ 
dent  (project  management,  implementation 
services,  customer  training,  support),  and 
Albert  de  Bruijn.a  product  and  marketing 
manager  at  Sll,  Atex,  and  Cybergraphic,  was 
named  product  strategy  vice  president. 

JORDAN  NOW  UNISYS’ 
MEDIA-SERVICE  CHIEF 

Former  pricewaterhousecoop- 

ers  management  consultant  Dave  Jor¬ 
dan  is  heading  global  commercial  and  media 
services  at  Unisys  Corp..  Blue  Bell.  Pa. 
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At  whiteboard,  Belo  Interactive  Technology  Vice  President  Chris  Feola  explains  a  part  of  VelocIT.  While  information- 
systems  chief  at  the  Lewiston  (Idaho)  Morning  Tribune,  KPMG  consultant  Glenn  Cruickshank  helped  develop  the  paper’s 
own  text-and-image-archive  systems  (later  commercialized)  and  its  first  online  edition.  SeiNet  CEO  Ignacio  Megias 
aims  to  process  publishers’  print,  Web,  and  wireless  content.  Atex  exec  Max  Coebergh  attributes  delayed  development 
of  next-generation  publishing  systems  in  part  to  Y2K  concerns,  the  dot-com  collapse,  and  a  continuing  economic  slump. 
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Publishers  and  vendors  are  still  searching  for  effective 
‘media-neutral’  systems  to  easily  link  print  and  new  media 


BY  MEG  CAMPBELL 

The  Sept.  11  terrorist  attacks  created  a  legion  of  believ- 
ers  in  digital  convergence.  Publishers  saw  that  responding 
adequately  to  the  catastrophe  was  beyond  the  scope  of  any 
single  medium,  and  that  it  was  best  covered  by  a  combina¬ 
tion  of  newspaper,  radio,  TV,  Web,  and  even  wireless.  So-called 
“media-neutral”  systems  promise  publishers  the  ability  to  seamless¬ 
ly  create  content  that  can  be  used  for  both  ink-on-paper  and  new 
media,  saving  on  costs  in  the  bargain. 

Ironically,  the  same  Sept.  11  events  may  make  it  even  harder  for 
new  converts  to  make  that  switch.  Most  cross-media  publishing 


systems,  which  would  allow  media  com¬ 
panies  to  generate,  share,  and  distribute 
information  much  more  efficiently,  are  still 
in  development,  and  likely  will  take  even 
longer  to  make  it  to  the  mainstream,  as 
publishers  hold  off  on  investment  and 
vendors  see  already-tight  research-and- 
development  (R&D)  budgets  shrink  fiirther 
in  the  midst  of  the 
war  on  terrorism. 

One  company, 

Spanish  software 
developer  SeiNet, 
experienced  the 
Sept.  11  attacks  in  a  most  dramatic  way. 

Phones  had  been  ringing  at  SeiNet  since 
early  summer,  soon  after  its  cross-media 
publishing  system,  Xtent,  was  featured  in 
The  Seybold  Report,  a  semimonthly  that 
covers  publishing  technologies.  European 
and  American  publishers  began  asking  for 
demonstrations,  and  SeiNet’s  staff"  took 
Xtent  on  the  road,  with  two  developers 
arriving  in  New  York  on  Sept.  9  with  a 
packed  calendar.  Early  on  the  morning  of 


Sept.  11,  they  began  assembling  their 
equipment  and  materials  at  the 
Millennium  Hilton,  close  to  the  World 
Trade  Center.  They  had  two  demos 
scheduled  for  that  day,  both  for  magazine 
groups,  only  a  few  blocks  from  the  hotel. 

Minutes  after  the  terrorist  attacks,  they 
were  evacuated  with  the  other  hotel  guests. 


and  found  themselves  swept  uptown  with 
nothing  but  their  passports  as  the  Twin 
Towers  fell.  Their  equipment,  software, 

I  and  other  belongings  have  not  been 
!  salvaged  from  the  heavily  damaged  hotel, 
the  demos  have  not  been  rescheduled,  and 
talks  with  the  U.S.  media  companies  have 
been  shelved  for  the  moment,  says  SeiNet 
CEO  Ignacio  Megias. 

It’s  a  similar,  if  less  chilling,  story  across 
the  industry,  where  a  combination  of 


factors  hampers  the  progress  of  cross¬ 
media  publishing  in  the  newspaper  industry. 
Increasingly  anxious  about  the  economic 
climate,  users  are  holding  off"  on  investing  in 
new  systems  and  equipment.  The  lack  of 
spending  is  taking  its  toll  on  the  vendor 
community,  which  is  unable  to  commit 
resources  to  less-established  technologies. 

“Development  of  these  systems  is  very 
cost-intensive,  and  the  last  several  years 
have  been  difficult,”  says  Max  Coebergh, 
CEO  of  Atex  Media  Solutions,  Bedford, 
Mass.,  which  suffered  a  public  setback  last 
year  when  it  aborted  Omnex,  its  early  and 
ambitious  bid  in  the  cross-media  market. 
“The  vendor  community  had  the  Y2K 
blues,  which  were  compounded  by  the 
dot-com  collapse,  and  now  everyone  is 
suffering  from  the  recent  events.” 

The  situation  is  further  complicated  by 
the  fact  that  the  investment  community 
has  cut  way  back  on  spending  in  the 
technology  sector,  making  resources 
tighter  still.  Coebergh  and  other  vendor 


executives  believe  that  users  must  become 
more  involved  in  the  R&D  stages  to  get 
the  systems  they  demand.  “We  all  spend 
15%  to  18%  of  our  revenues  on  R&D,  while 
newspapers  spend  significantly  less,” 
Coebergh  says. 

“We  hope  to  see  more  of  a  joint-venture 
relationship  with  our  users,”  comments 
Steve  Dienna,  a  global  media  vice  president 
for  Unisys  Corp.,  Blue  Bell,  Pa. 

Even  users  agree  that  it’s  tough  going 


“Development  of  these  systems  is  very  cost-intensive,  and  the  last  several  years 
have  been  difficult.  The  vendor  community  had  the  Y2K  blues ...  compounded  by 
the  dot-com  collapse,  and  now  everyone  is  suffering  from  the  recent  events.” 
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To  make  your  printing  business  more  profitable,  you  must  individualize 
solutions  to  customer  needs.  We  tailor  our  products  and  services  to  the  specific 
requirements  of  the  publication,  advertising  and  packaging  printing  sectors.  Our 
experts  know  your  markets  by  analyzing  developments  and  applying  innovation  to  -j 
achieve  long-term  success.  For  more  information:  Phone  630.920.2000,  Fax  | 
630.920.9183,  www.manroland.com.  •  ! 


these  days  for  vendors.  “We  are  a  tough 
industry  to  make  a  buck  in,”  says  Steve 
Hannah,  technology  vice  president  at 
Knight  Ridder.  “We  have  long  sales 
cycles.  We  want  first-rate  service  and  a 
discount  price.” 

Nevertheless,  few  publishers  are  ready 
to  join  forces  yet.  Even  though  most 
consider  media-neutral  technologies  to  be 
necessary,  they  are  not  sure  what  the  next 
generation  of  systems  ought  to  look  like, 
and  few  have  clearly  defined  their  multi- 
media  strategies.  The  promise  of  the 
Internet  is  still  just  that,  and  with  the 
printed  product  still  making  all  the 
money,  newspaper  executives  are  loath  to 
disrupt  business  to  even  tiy  out 
new  technologies,  much  less 
finance  their  development. 

“We  know  what  editorial 
systems  and  advertising  systems 
should  be,  but  there  is  much  less 
regimentation  in  the  media- 
neutral  environment,”  says  Phil 
Lowe,  CEO  of  Media  Command, 
successor  to  Geac  Publishing 
Systems,  Tampa,  Fla. 

Do  it  yourself ... 

Media-neutral  technology 
requires  tools  that  not  only 
separate  content  from  structure 
but  also  permit  the  creation 
of  instructions  that  will  be 
interpreted  by  the  final  delivery 
technology.  The  systems  must 
also  include  content-assembly 
and  delivery  technology  that 
can  interpret  the  instructions 
of  the  authoring  tool. 

Such  systems  could  mean 
significant  savings  for  publishers 
in  terms  of  reducing  labor  and 
production  costs.  They  also 
could  open  up  new  revenue 
streams,  as  information  begins  Belo  Inte 
to  travel  to  multiple  outlets. 

But  these  systems  don’t  yet  exist, 
according  to  Richard  Patterson  and  other 
industry  experts.  “There  are  vendors 
telling  you  they’ve  got  this  all  buttoned 
up,  but  I  don’t  believe  them.  Their  systems 
won’t  work  in  the  real  world,”  says 
Patterson,  who,  before  his  current  consult¬ 
ing  efforts,  worked  for  such  pioneering 
firms  as  Xenotron,  Hyphen,  and  Cascade. 

Newspapers  are  a  tough  business  for 
developers.  The  volume  and  shelf  life  of 
information,  the  deadlines,  the  myriad 


companies  merge  —  make  designing  a 
system  complete  enough,  and  rugged 


lUgh  enough,  a  daunting  challenge.  In  technolog>'  at  KR  Digital.  In  Great 

eve  addition,  newspapers  can’t  afford  to  risk  Britain,  Associated  Newspapers  Ltd.  built 

at  their  business  on  an  unknown  vendor.  its  own  cutting-edge  open-architecture 

:  “The  problem  with  XML  [extensible  :  system  for  managing  content  for  print, 

id  a  ;  markup  language]  in  the  newspaper  is  Web,  and  wireless  production. 

I  that  it’s  poorly  suited  to  the  graphically  Others  —  such  as  the  Washington  Post 

ready  !  specific  layouts  that  you  need  for  print,”  Co.,  the  New  York  Times  Co.,  Media  Gener- 

t  !  argues  Bill  Rosenblatt,  an  industry  con-  al  Inc.,  the  McClatchy  Co.,  Gannett  Co.  Inc., 

?s  to  be  :  sultant  at  work  on  cross-media  publishing  the  E.W.  Scripps  Co.,  and  Cox  Enterprises 
lenext  |  ior  The  Christian  Science  Monitor.  Inc.  —  are  all  developing  at  least  pieces  of 

;  like,  XML  creates  tags  that  specify  the  their  systems  themselves, 

tiulti-  form  of  content  without  specifying  its  “We  were  so  disappointed  with  the 

e  appearance,  defining,  for  example,  story  ;  marketplace  solutions,  with  their 

he  components  such  as  headline,  byline,  or  reliability,  ability  to  perform,  and  to  even 

1  pull-quote  without  necessarily  applying  stay  alive,  that  a  lot  of  us  started  bringing 

•ath  to  !  physical  characteristics  to  them  (such  as  the  technology  in-house,”  says  Steve 

Yelvington,  Web  site  develop¬ 
ment  manager  for  Morris 
Communications  Corp.  Belo 
Interactive  Technology  Vice 
President  Chris  Feola  is  even 
blunter:  “We  can’t  all  be  too  stu¬ 
pid  to  find  something  at  Nexpo.” 

Feola  heads  up  the  develop¬ 
ment  of  Belo  Interactive’s  Veloc- 
IT,  a  “content  operating  system 
based  on  object-oriented  infor¬ 
mation  architecture,”  for  which 
the  company  has  patents  pend¬ 
ing.  According  to  Feola,  Belo’s 
system  is  unique  in  that  content 
generation  is  divorced  from 
production,  which  will  allow 
the  company  to  create  a  vast 
repository  of  tagged  content, 
both  text  and  audiovisual,  which 
can  subsequently  be  “multipur- 
i  posed”  for  output  to  any  number 
of  media  channels.  The  system  is 
database-independent  and  is 
designed  to  support  any  medium 
that  might  turn  up  in  the  future, 
.tv  “The  whole  point  is  that  the 

system  is  infinitely  modular, 
so  that  when  something  new 
Belo  Interactive  Projects  Editor  Danielle  Schulman  works  with  VelocIT.  appears,  we  only  need  to  add 

more  objects,  not  redo  the 

typeface,  font,  or  size).  content,”  Feola  explains, 

other  This  dilemma  has  driven  a  number  of  Already  using  the  new  technologj'  at  its 
5  large  media  companies,  particularly  those  Web  sites,  Belo  now  looks  to  tackle  its  TV 

led  owning  TV  stations,  to  begin  developing  and  newspaper  properties.  The  company 

ystems  !  their  own  systems.  currently  has  pilot  projects  for  video  — 

!  The  Tribune  Co.  took  an  early  lead  for  the  Internet  and  for  high-definition 

onsult-  by  launching  a  cross-media  publishing  broadcast.  And  it  announced  at  the 

ing  initiative  four  years  ago,  and  tackling  National  Association  of  Broadcasters 

scade.  culture  and  work-flow  issues  along  with  convention  this  year  that  it  would  work 

;  for  technological  ones.  Knight  Ridder  Digital  with  Sony  to  create  a  storage  library'  for 

fe  of  is  finishing  the  assembly  of  a  single  digital  video,  which  would  permit  stations  to 

•iad  !  platform  that  will  distribute  to  all  Web  access  high-definition  footage  and 

1  media  i  sites  out  of  KR  and  eventually  be  offered  incorporate  it  into  production, 

ig  a  j  to  subsidiaries,  says  Rohn  Jay  Miller,  Nevertheless,  Belo  and  the  other  large 

id  i  senior  vice  president  for  products  and  media  companies  are  the  exceptions. 


But  these  systems  don’t  yet  exist,  typeface,  font,  or  size), 

according  to  Richard  Patterson  and  other  This  dilemma  has  driven  a  number  of 
industry  experts.  “There  are  vendors  large  media  companies,  particularly  those 

telling  you  they’ve  got  this  all  buttoned  owning  TV  stations,  to  begin  developing 
up,  but  I  don’t  believe  them.  Their  systems  !  their  own  systems, 
won’t  work  in  the  real  world,”  says  i  The  Tribune  Co.  took  an  early  lead 

Patterson,  who,  before  his  current  consult-  by  launching  a  cross-media  publishing 
ing  efforts,  worked  for  such  pioneering  initiative  four  years  ago,  and  tackling 
firms  as  Xenotron,  Hyphen,  and  Cascade.  culture  and  work-flow  issues  along  with 
Newspapers  are  a  tough  business  for  technological  ones.  Knight  Ridder  Digital 
developers.  The  volume  and  shelf  life  of  is  finishing  the  assembly  of  a  single  digital 

information,  the  deadlines,  the  myriad  !  platform  that  will  distribute  to  all  Web 
systems  being  used  —  even  more  as  media  i  sites  out  of  KR  and  eventually  be  offered 


j  to  subsidiaries,  says  Rohn  Jay  Miller, 
i  senior  vice  president  for  products  and 


t8  E&P  TECHNICAL  OCTOB ER  22,  2 00  1 


www.editorandpublisher.com 


DAVID  L.  SWINT/BEI.O  INTERACTIVE 


We  love  paperwork 


Because  to  us,  delivering  the  industry's 


most  reliable,  flexible  and  cost-effective 


newsprint  solutions  is  anything  but  work 


Our  unique  position  in  the  industry  enables  us  to 


manage  the  production,  purchase  and  sale  of 


newsprint  from  the  mill  to  the  market  —  so  you  can 


feel  secure  about  your  supply.  We  provide  you 


with  price  alternatives  tailored  to  your  individual 


business  needs. 


At  Enron,  it's  not  just  our  job  to  deliver  the  best 


prices  and  service  in  the  newsprint  industry. 


It's  our  pleasure. 


For  more  information,  please  contact  js 
at  1  888  367  6641  or  visit  ^^CHckpaper.COfJI 


Lacking  the  resources  to  back  in-house 
development  on  such  a  scale,  most 
companies  must  rely  on  vendors  and 
integrators  for  solutions. 

...  or  look  elsewhere 

Despite  the  lack  of  polished  systems, 
there  are  a  number  of  vendors  with 
solutions  that  new^spapers  are  using  to 
churn  out  content  for  their  nonprint 
distribution  channels.  Most  of  these  are 
stopgap  measures,  but  they  let  publishers 
convert  content  to  XML  without  having 
to  resort  to  onerous  manual  solutions 
such  as  cutting  and  pasting  or  rekeving. 

Although  large  vendors  are  working  in 
this  area,  it  is  the  smaller  ones  that  now 
hold  the  spotlight.  Several  European 
companies  are  getting  attention,  notably 
Spain’s  SeiNet  and  Italy’s  Eidos. 

Systems  from  both,  shown  last  week  in 
Geneva  at  the  annual  Ifra  exposition,  are 
XML-based  and  designed  to  accommo¬ 
date  newspapers’  unique  production 
processes.  (Eidos  was  designed  first  as  an 
Internet  system,  but  is  now  offering  a  ver¬ 
sion  for  print  as  well).  Both  systems  allow 
editors  to  tinker  with  the  visual  aspects  of 
the  information,  w'hile  keeping  content 


separate  from  presentation,  which  in  turn 
allows  for  the  creation  of  a  repository 
where  content  can  be  stored  and  reused. 

“We  can  do  what  traditional  editorial 
systems  do  —  all  the  special  needs  that 
newspapers  continue  to  have  in  terms  of 
layout  —  while  at  the  same  time  keeping 
the  repository  independent  and  able  to 
generate  information  for  the  Web  server 

There  are  vendors  telling  you 
they've  got  this  ail  buttoned 
up.  but  i  don't  believe  them. 
Their  systems  won't  work 
lithe  real  world.” 

and  wireless  channels,”  explains  SeiNet 
CEO  Megias.  Both  SeiNet  and  Eidos, 
which  was  created  by  former  Unisys 
developers,  already  have  installed  systems 
in  several  papers  abroad,  and  now  have 
their  eyes  on  the  American  market. 

Traditional  systems  vendors  also  have 
been  working  across  media.  Unisys  and 
CCI  Europe  announced  upgrades  to  their 
editorial  systems  at  Ifra.  Unisys 
execs  say  the  company  will  announce 
cross-media  initiatives  in  the  coming 


months,  and  believe  its  experience  and 
installed  base  make  it  a  contender.  “The 
customer  doesn’t  need  multiple  diverse 
solutions,”  Dienna  maintains.  “They  are 
looking  to  consolidate  [not  only]  content, 
but  also  the  number  of  relationships  they 
have  with  vendors.” 

After  pulling  the  plug  on  Omnex, 

Atex  is  treading  softly,  although  CEO 
Coebergh  says  the  company  plans  to 
implement  some  Omnex  technologies  to 
develop  a  “backbone  of  integration  that 
will  allow  us  to  connect  disparate 
systems.”  Despite  the  company’s 
protracted  troubles,  users  are  still  waiting 
to  .see  what  Atex  comes  up  with,  and 
Coebergh  says  its  size  and  user  base 
could  prove  to  be  an  advantage.  “Small 
companies  don’t  have  the  burden  of 
supporting  legacy  technologies,  but 
they  also  have  veiy  little  maintenance 
income,”  he  observes. 

There  is  a  growing  list  of  developers 
and  integrators  that  are  taking  on  pieces 
of  the  puzzle,  most  often  attaching  to  the 
back  end  to  do  XML  conversion  of 
QuarkXPress/QPS,  Microsoft  Word,  and 
Adobe  InDesign  files.  Tera  is  getting 
some  attention,  while  Adobe  created  buzz 
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Most  children  between  the  ages  of  4  and  8 
are  inappropriately  buckled  up  in  adult  seat  belts. 


Most  4-to-8-year-olds 
hurt  In  crashes 
are  not  in  booster  seats. 


State  Farm  Insurance  has  sponsored  the 
largest  research  study  ever  conducted  in 
the  United  States  to  determine  how  and 
why  children  are  killed  and  injured  in 
auto  crashes. 

To  learn  more  about  the  findings  con¬ 
tact  State  Farm  at  309.766.0935  or  visit 
www.statefarm.com/kidsafety.htm 
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The  WIFAG  OF  370  GTD  six-high  tower  in  a  space- saving 
compact  configuration.  It  produces  a  complete  -18-page  news¬ 
paper  with  16  four-color  pages  on  a  printing  machine  footprint  of  only 
129  square  ft.  Or  "^O.OOO  copies  per  hour  of  a  24-page  newspaper  with 
8  four-color  pages  in  the  straight-run  mode  in  the  same  tower. With  this 
high-end  productivity'  rating  on  such  a  small  footprint,  the  VO  FAG  OF 
3'^0  GTD  is  unparalleled.  Yet  the  6-high  tower  -  almost  the  same  height 
as  a  conventional  4-high  tower  -  offers  you  up  two-thirds  more  capacity, 
superior  printing  quality,  webbing  flexibility  and  waste  savings.  All 
controls  are  accommodated  in  each  of  these  autonomous  printing 
units,  so  you  don’t  need  separate  air-conditioned  rooms  and  special 
wiring.  A  VOFAG  OF  570  6-high  tower  is  a  highly  proactive,  compact  web 
press  which  allows  you  to  produce  a  newspaper  on  up  to  three  webs 
concurrently,  while  saving  waste  and  time.  Would  you  like  to  know  more 
about  high  productivity?  Let's  talk  about  it! 


WIFAG 

VllFAG,  640  Gunby  Road.  Marietta.  OA  lOOb” 
Contact:  Jtx;  Ondra.s,  Phone  "O-SSO  8S 1 1  -  Fa.\  8SS0  -  .wifag  com 

VllFAG  AG.  3001  Bern  (Switzerland)  -  Phone  -F41-3 1-339  33  .33  -  Fa.x  -H  1-31-3.39 .36  66 
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The  highest  productivity 
on  the  smallest  footprint 
in  the  newspaper  world. 
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Web  Templates  function  within  SeiNet's  Xtent  cross-media  publishing  system. 


when  company  officials 
announced  its  direct 
extensible  metadata 
platform  (XMP)  initiative 
for  InDesign  last  month  at 
Seybold  San  Francisco. 

Among  other  U.S. 
companies  offering  XML- 
based  systems  or  compo¬ 
nents,  and  that  have 
newspaper  installations  that 
integrate  their  software  with 
the  papers’  front  ends,  are 
Digital  Technologv’  Inter¬ 
national,  Springville,  Utah; 

Sa.\otech,  Rockville,  Md.; 

Openpages,  Westford,  Mass.; 
and  Harris  Publishing 
Systems,  Melbourne,  Fla. 

This  is  proving  to  be  a  worthwhile 
solution  at  many  newspapers.  Most 
publishers  clearly  are  not  prepared  to 
completely  abandon  existing  systems 
and  start  from  scratch,  and  therefore  are 
looking  for  connectivity.  Third-partv' 
technologv'  could  act  as  the  “glue”  to 
create  a  single  editorial  work  flow. 

Getting  Sticky 

But  things  would  stick  together  better 
if  standards  were  embraced,  industrv' 
execs  point  out. 

“Until  now,  there  hasn’t  been  any 
great  return  on  investment  in  sharing 
editorial  systems  across  markets  for  big 
publishers,”  says  Rohn  Jay  Miller  at 
Knight  Ridder.  “Now,  not  only  does 


there  begin  to  be  a  compelling  return  but, 
as  we  get  hammered  on  costs,  we  see  that 
we  have  got  to  start  sharing.  By  pushing 
toward  open  standards,  many  vendors 
prosper,  you  preserve  the  essential 
competition  and  get  better-quality 
systems.”  Open  standards  also  would 
create  a  market  for  stand-alone  products 
and  create  work  for  integrators,  he  adds. 

The  quest  for  connectivity  and  stan¬ 
dards  has  led  some  of  the  biggest  media 
companies  to  establish  the  Convergence 
Consortium  to  discuss  possible  routes  to 
implementing  standards.  Representatives 
from  Belo,  Cox,  Gannett,  Media  General, 
Tribune,  and  the  Washington  Post  Co. 
met  in  Tampa  early  last  month  at  Media 
General’s  converged  newsroom  (where 


^  newspaper,  TV,  and  Web 
reporters  share  the  building 
and  resources). 

Although  those  attending 
aren’t  saying  what  went  on  at 
the  two-day  meeting,  conver¬ 
sations  were  to  have  revolved 
around  standards  now  being 
developed  for  media  metadata 
markup,  or  how  to  designate 
“information  about  informa¬ 
tion.”  That  is  to  say,  it  is  infor¬ 
mation  about  content  —  file 
names,  relationships  between 
files,  and  attributes  of  files  — 
that  facilitates  use,  especially 
across  media  (either  multipur- 
posing  or  mere  repurposing). 
An  example  now  used  by 
Reuters  is  NewsML,  permitting  encapsu¬ 
lation  of  many  media  types,  wrapping  text, 
photo,  video,  and  audio  in  one  standard. 

“The  Convergence  Consortium  is  look¬ 
ing  for  ways  to  bridge  broadcast  technolo¬ 
gies,  centered  around  the  MOS  standard,” 
explains  Glenn  Cruickshank,  a  media 
consultant  for  KPMG  who  facilitated  the 
consortium  meeting.  (MOS  stands  for 
Media  Object  Server  newsroom-system- 
to-broadcast-production  communications 
protocol.)  The  object  is  the  linking  of 
disparate  news-management  systems  “for 
the  same  level  of  operability,”  he  adds. 
Historically,  he  says,  media-industry 
suppliers  have  been  “siloed,”  and  there 
were  none  that  cross-sold  to  both  broad¬ 
cast  and  print  customers.  So  there  was  no 
opportunity  for  platform  compatibility. 

Nevertheless,  the  prospect  of  tagging 
content  for  all  types  of  media  and  storing  it 
for  reuse  makes  it  necessary  to  many  the 
technologies,  he  says.  “It’s  only  been  in  the 
last  few  years  that  media  companies  have 
been  looking  at  leveraging  the  entire  news 
product  into  new  media,”  Cruickshank 
explains,  “and  they  need  the  economies  of 
scale  to  take  advantage  of  their  properties.” 

Belo’s  Feola,  who  attended  the  latest 
consortium  meeting,  adds:  “It  is  a 
question  of  general  business  capability. 

We  are  beset  from  all  sides  with  things  like 
direct  mail  and  online  competition,  and 
the  days  of  operating  with  islands  of  tech¬ 
nology  —  and  moving  slowly  —  are  over. 
Convergence  is  a  requirement  for  com¬ 
panies  that  are  to  remain  in  business.”  II 

A  free-lance  journalist  in  Delaware, 
Campbell  was  an  associate  editor for 
Newsinc.  magazine  in  the  early  1990s, 
then  covered  media  technologies  for  a 
magazine  in  Spain. 
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Time  to  unwire 
the  workpiece? 

Beyond  assisting  remote  staffers,  wireless 
technology  may  benefit  on-site  operations 


This  column  is  not  about 

tn  ing  to  sell  news  and  infor¬ 
mation  via  wireless  services. 
So  stifle  that  yawn.  It  is  an 
early  alert  about  interesting  innovations 
in  wireless  workplace  connectivity  and 
tools  that  enable  mobile  workers  to  do 
their  jobs  better  and  faster. 

I  write  this  after  watching  more  than 
40  presentations  at  the  recent  Demo- 
Mobile  conference  in  La  Jolla,  Calif.  Of  so 
many  conferences,  this  is  one 
of  my  favorites.  It  glances  at 
emerging  technologies  and 
explores  business  methods  of 
entrepreneurs.  (Yes,  there  are 
still  some  of  those  around.) 

Of  the  wireless  tech¬ 
nologies  being  developed  and 
deployed,  the  one  that  may 
hold  the  greatest  potential 
for  newspaper  companies  is 
the  one  with  the  most 
complicated  name.  Technical 
protocol  802.11b,  sometimes 
referred  to  as  WiFi,  is  the  equivalent  of  a 
wireless  Ethernet,  connecting  computers 
to  a  hub  or  to  the  Internet.  And  it  is  fast, 
moving  data  at  11  megabytes  per  second 
—  truly  broadband  speed. 

For  the  media  industry,  such 
technology  has  two  important  uses: 
wireless  access  to  both  public  and 
corporate  networks  and  expanding 
connectivity  to  parts  of  a  corporation 
that  have  been  bringing  up  the  rear  in 
the  technology  revolution. 

Wireless  access 

I  have  been  using  an  802.11b  PC  card 
during  my  travels  for  the  past  year  and 
find  it  a  very  reliable  way  to  connect  to 


the  Internet  and  handle  my  connectivity 
and  communications  chores.  The  card 
is  only  slightly  larger  than  a  typical  PC 
card  because  its  antenna  needs  to  be 
outside  the  computer  slot.  Once  I  plug 
it  into  my  laptop,  all  I  need  is  access  to 
the  card’s  hub.  Airports,  universities, 
and  similar  public  places  are  deploying 
these  network  hubs. 

MobileStar’s  network  has  arranged  to 
put  wireless  hubs  in  American  Airlines’ 
airport  clubs.  Since  it  is 
easier  and  cheaper  than 
pushing  wire  through 
hundreds  of  rooms,  hotels 
also  are  starting  to  use  this 
technolog>’.  Even  some  Star- 
bucks  locations  have  802.11b 
access.  Order  a  large  mocha, 
plug  in,  and  get  wired.  As 
802.11b  networks  expand, 
they  will  give  newspaper 
reporters  and  sales  staff 
more  efficient  access  to  their 
offices.  Keeping  those  folks 
on  the  street  is  good  for  business.  As 
more  wireless  network  hubs  are  installed, 
information-technologj’  managers  should 
think  about  how  to  supply  and  support 
this  new  method  of  staying  connected. 

Expanding  connections 

Even  more  important  are  the  oppor¬ 
tunities  to  use  wireless  connectivity 
wTthin  a  newspaper  company’s  internal 
networks.  Because  of  expense  or 
difficulty  in  wiring,  there  are  still 
departments  not  served  by  a  paper’s 
network.  The  technology  revolution, 
for  the  most  part,  has  left  behind 
mailrooms,  pressrooms,  and  distribution 
centers.  Wireless  connectivity  will  bring 


instant  data  access  to  all  departments. 

Shipping  giant  UPS  is  one  example  of 
how  this  technology  can  be  deployed.  Bar 
codes  on  packages  will  be  scanned  during 
sorting  using  a  ring  —  a  portable  laser 
bar-code  scanner  worn  on  the  finger.  The 
scanner  communicates,  using  another 
wireless  technology  (Bluetooth),  with  a 
wearable  terminal.  The  terminal  sends 
the  package  information  through  the 
802.11b  network  to  the  UPS  tracking 
database.  This  enables  UPS  to  collect 
information  wherever  it  is  generated, 
in  real  time. 

Similar  systems  in  a  newspaper 
mailroom  could  allow  instant  tracking 
of  pallets  of  inserts  as  they  are  shipped, 
stored,  and  later  sent  around  to 
distribution  centers.  Or  bar  codes  on 
press  plates  could  be  scanned  as  they 
are  put  on  the  press  and  instantly  display 
on  the  newspaper’s  production  tracking 
system.  Even  simpler:  setting  up  a 
wireless  network  would  allow  production 
supervisors  and  workers  without  fixed 
office  space  access  to  the  company’s 
network  services  without  having  to  wire 
a  fixed  location. 

Companies  with  large  technology 
departments,  like  UPS,  are  not  the  only 
ones  deploying  wireless  projects. 

Wireless  software  maker  AvantGro 
announced  at  DemoMobile  its  Mobile 
Delivery  system,  which  provides  real¬ 
time  package-tracking  information. 
AvantGo  claims  the  system  is  an  off- 
the-shelf  solution  that  uses  standard 
Web-development  tools.  Many  news¬ 
paper  online  departments  already  have 
used  AvantGo  tools  to  deliver  news  con¬ 
tent,  and  they  find  those  tools  easy  to  use. 

The  point  here  isn’t  to  specify 
applications  that  will  be  right  for  your 
organization.  Wired  or  wireless,  it’s  all 
about  sharing  data  quickly  and  simply  so 
that  our  newsrooms  can  offer  the  most 
accurate  and  up-to-date  information,  our 
advertisers  experience  the  best  customer 
service,  and  our  readers  get  the  best 
possible  newspaper.  11 

Finberg,  managing  director  of 
Finberg-Gentry,  the  Digital  Futurist 
Consultancy,  has  worked  in  newsroom, 
information-technology,  interactive- 
media,  and  corporate-strategy  roles 
for  several  leading  newspapers. 
includingT\w  Arizona  Republic  in 
PhoenLr,  the  Chicago  Tribune,  and  the 
San  Francisco  Chronicle. 
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The  war  on  cyberterror 


Computer  infections  may  not  cost  us  any 
lives,  but  they  can  cost  billions  of  dollars 


Many  of  us  spent  the 
better  part  of  a  week 
last  month  battling  a 
computer  infection  called 
“Nimda.”  It  wasn’t  the  first  time  our 
networks  have  been  crippled  by  foul 
play.  In  fact,  we  are  being  attacked 
with  alarming  frequency. 

At  a  time  when  security  concerns  are 
paramount,  there  are  some  unfortunate 
similarities  between  terrorist  activities 
and  computer  infections.  Terrorism  and 
acts  of  violence  are  hardly  new  phenome¬ 
na.  What  makes  them  so  insidious  today 
is  the  enormous  damage 
that  can  be  done  with 
such  little  effort.  Jet¬ 
liners  traveling  at  400 
miles  an  hour  smashing 
into  skyscrapers  filled 
with  thousands  of  people 
can  cause  indescribable 
destruction,  wrought  by 
just  a  handful. 

A  hundred  years  ago, 
we  had  technology  that 
could  cause  destruction, 
but  not  nearly  to  the  ex¬ 
tent  of  the  World  Trade  Center  tragedy. 

It  is  the  very  advancement  of  technology 
that  has  multiplied  the  potential  danger. 

Wrongdoing  in  the  computer  world  is 
not  new,  either.  But  like  advances  in  air 
travel  and  architecture,  advances  in  com¬ 
puter  communications  have  magnified 
the  damage  that  can  be  done  with  a 
single  punch.  The  Internet  has  brought  us 
great  benefits,  but  it  has  left  us  vulnerable 
to  massive  attacks  by  a  single  individual. 

A  would-be  cyberterrorist  can  strike  from 
great  distances  with  anonymity  and  little 
chance  of  being  discovered. 

Authoring  a  virus  or  a  worm  —  the  two 
are  distinguishable  chiefly  by  the  fact 
that  the  former  needs  to  attach  itself  to  a 
host  program  and  the  latter  does  not  — 
has  become  easier  than  ever.  There  are 
actually  do-it-yourself  kits  available  on 


the  Web  that  will  allow  even  novices  to 
write  infectious  programs.  And  these 
programs  have  become  more  pernicious, 
as  evidenced  by  a  new  generation  of 
worms  that  target  servers  on  a  network 
and  overload  them  to  the  point  of  failure. 

Fighting  computer  infections  is  costing 
us  billions  of  dollars  in  resources  and 
time.  Research  analysts  estimate  the 
financial  damage  caused  by  the  “ILOVE- 
YOU”  virus  last  year  was  as  much  as  $8.7 
billion.  But,  for  all  our  efforts  to  curb 
their  spread,  the  viruses  and  worms  seem 
to  keep  coming  faster  and  harder. 

New  laws  prescribe 
ever-harsher  penalties 
for  hackers.  A  viola¬ 
tion  of  the  federal 
Computer  Fraud  and 
Abuse  Act  is  punish¬ 
able  by  five  years  in 
prison  and  up  to 
$250,000  in  fines.  In 
other  parts  of  the 
world,  punishment 
can  be  even  more 
severe.  A  man  in 
China  was  sentenced 
i  to  death  a  couple  of  years  ago  for  hacking 
i  into  the  computer  network  of  a  bank  and 
shifting  funds  to  his  own  account.  Yet 
I  nothing  seems  to  deter  those  code  writers 
bent  on  computer  vandalism. 

Approaches  to  controlling  the  infection 
problem  raise  some  of  the  same  concerns 
as  the  war  against  terrorism:  balancing 
freedom  and  privacy  against  stricter 
I  scrutiny,  for  example.  Should  authorities 
risk  breaches  of  fundamental  rights  by 
“profiling”  terrorist  suspects  in  the 
!  name  of  tighter  security?  Likewise, 
should  we  risk  jeopardizing  our  closely 
guarded  rights  of  privacy  in  the  interest 
of  diminishing  anonymity  (and 
!  impunity)  in  cyberspace?  It  is  the 
j  contemporary  manifestation  of  the  age- 
old  dilemma  of  democracy:  How  do  we 
protect  the  interests  of  the  many  while 


preserving  the  rights  of  the  individual? 

Regardless  of  the  dilemma,  something 
must  be  done.  Certainly  we  must  practice 
safe  computing  in  our  plants  —  with 
adequate  firewall  protection,  up-to-date 
anti-virus  software,  proper  education  of 
users,  and  other  precautions.  But  despite 
these  efforts,  it  seems  that  fighting  infec¬ 
tion  is  taking  more  of  our  time,  not  less. 

Given  the  billions  of  dollars  in  damage, 
it  is  surprising  that  the  business  commu¬ 
nity  has  not  launched  a  full-court  press 
to  combat  the  culprits.  Anti-virus  soft¬ 
ware  alone  will  not  stop  the  onslaught; 
as  fast  as  we  can  introduce  vaccines, 
cyberterrorists  will  circumvent  them.  It  is 
an  endless  game.  To  break  the  cycle,  we 
must  get  to  the  source  —  those  who  are 
motivated,  for  whatever  reason,  to  cause 
disruption  and  damage. 

We  must  continue  to  improve  the 
means  to  trace  the  origin  of  the  offending 
programs.  And  we  must  continue  to 
escalate  the  penalties  —  including  the 
notion  of  reparation.  Perhaps  holding 
those  who  cause  the  infections  respon¬ 
sible  for  the  costs  they  inflict  on  their  vic¬ 
tims  will  provide  a  degree  of  deterrence. 

The  Web  and  newsgroups  are 
peppered  with  opinions  about  how  to 
stop  infections  and  their  creators, 
ranging  from  better  education  of 
would-be  deviant  programmers  to  capital 
punishment.  But,  before  you  can  do 
anything  to  them,  you’ve  got  to  identify 
them.  Along  those  lines,  here’s  an  idea 
that  doesn’t  get  much  press:  rewards. 

It  is  known  that  most  virus  and  worm 
writers  are  young,  between  14  and  24 
years  of  age.  It  is  not  unreasonable  to 
assume  they  associate  with  others  who 
are  ardent  computer  devotees.  To  that 
crowd,  a  lucrative  bounty  could  mean  a 
lot  of  new  computer  equipment  —  and  it 
may  be  just  the  right  incentive  to  smoke 
out  perpetrators.  (1 

Wolferman,  vice  president  of  information 
technology  for  the  Denver  Newspaper 
Agency,  has  spent  more  than  25  years 
as  a  newspaper  journalist,  editor, 
production  executive,  and  information 
technologist. 
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per  Also  county  seat  weeklies,  others.  Free 
list.  Bill  Berger,  ATN,  1801  Exposition 
Austin,  TX  78703-2833  (512)  476-3950 


For  a  list  of  Properties  for  Sale: 

www.mediamergers.com 
W.B.  Grimes  &  Co.-Est.  1959 


"Uon't  lie  the  first  paper  to  write  the  .story; 
be  the  best  pa(ier  to  write  tbe  story.  .And  I. 
in  turn,  will  play  better  parts  and  do  les.s- 
stupkl  movies." 

-Sbaron  Stone,  actress,  1999 


NEWSPAPER  APPRAISERS  NEWSPAPER  APPRAISERS 


Producing  Top  Values 
For  Publishers  Since  1923 

Over  the  years  we've  produced  top  values  for  publishing  companies,  in 
thousands  of  trarusactions  througnoul  the  country.  VVe  have  built  this 
record  on  hard  work,  experience  and  trust,  and  we  welcome  your  call 
to  confidentially  discuss  what  we  can  do  for  you  and  your  company. 

John  Cribb  •  Jim  Hicks 
Tom  Karavakis  •  Gary  Greene 
Kerry  Murdock 


(406)  586-6621 

Bozeman.  Montana 


CRIBB 

&  ASSOCIATES 

Publication  Brokerage  &  Appraisal 


NEWSPAPERS  FOR  SALE 


LISTINGS  OF  THE  WEEK; 

Missouri  pair  of  county  seat 
weeklies  grossing  $365,00 
priced  to  sell  at  $330,000. 

Specialty  publishing  company 
In  upper  midwest 
with  gross  revenues 
of  $1.2  million. 

Arkansas  county  seat 
in  growing  county, 
priced  fairly-SOLD! 

We  have  many  other  weeklies,  bi-weeklies 
and  small  dailies.  If  you're  serious  about  buying. 

call  or  write  for  a  FREE  listing  newsletterl 

NATIONAL  MEDIA  ASSOCIATES 

EDWARD  ANDERSON,  BROKER 

PO  BOX  2001,  BRANSON.  MO  65615 
417-336-3457 

OR  E-MAIL-  BROKEREDl@AOL.COM 


PACIFIC  NORTHWEST  WEEKLY,  gross 
$850,000  with  $200,000  to  owner.  Great 
area.  Priced  at  gross.  Contact  Mike  Lind¬ 
sey,  Media  Consultants,  Iik. 

(307)  772-0003 

4,000  circulation  daily,  new  press.  Gross 
$1,7  with  good  cash  flow  to  owner.  Asking 
$3  million  with  $1  million  down  and  balance 
over  10  to  15  years.  Real  estate  not  includ¬ 
ed  in  price.  Contact  Mike  Lindsey: 

(307)  772-0003 

California  shopper  grossing  $500,000 
priced  at  gross.  Contact  Howard  Alspach: 
(740)  681-9259 

Minnesota  weekly,  million  dollar  range. 
Contact  Terry  Licence: 

(970)  577-7674 
Complete  list  at: 
www.publicabonsf  orsale .  com 


-EQUIPMENT  &  SUPPLIES- 


MAILROOM 


BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heideiberg/Hall 
$titcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-%56 


NEWSTEC,  INC 

Specializing  in  $L$/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


www.editorandpublisher.com 
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-EQUIPMENTS  SUPPLIES- 

1 

1  -INDUSTRY  SERVICES- 

n 

1  -HELP  WANTED- 

NEWSRACKS  I 

ADMINISTRATIVE 

COMPUTER  SOFTWARE  ! 

ACADEMIC 

Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  Wall... We  Have  It  All 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 
NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  NH.,  CA  91605 


•GOSS  MetroAiner  22  3/4",  8u4,  1/2 
decks  6  RTP-2-3:2  Folder. 

•GOSS  Metro/liner  22  3/4”,  8u4,  1/2 
decks  8RTP-2-3:2  Folder. 

•  GOSS  Urbanite  lOOOseries  22  3/4"  16u 
•GOSS  Urbanite  1300series  22  2/3”  14u 
•KBA  Commander  22  3/4”  (new).  2 
towers  6  couples-  2  towers  5  couples. 
Each  tower  with  4Color  CIC.  5  MEG  DGV 
50.KF80  folder.  70.000c.p.h. 

•HARRIS  N-845,  22  3/4”  almost  new. 
lOu.  RBC  2.  6  Butler 

Bell  Camp  Inc. 

Tel:  (610)  285-4833  Fax:  (610)  2854933 

gi@bellcamp.com 


Inland  Newspaper  MaidiinerY  Corppraiinn 

For  a  tonplele  liti  ol  ptessts:  (BII)|25S'(746  or  (91 3)  (92-9050 
Kww.nlatidnniscaiii 

INTER  CONTINENTAL  GRAPHICS,  INC. 

Web  offset  presses:  (941)  561-6401 
www.intercontinentalgraphics.com 

PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4”, 
22”,  21  1/2”,  21” 

•  New  or  Rebuild  Goss  R.T.P.  42”  +  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Harris  1650  folder  22  3/4” 

•  Metro  13  sized  colored  deck 

Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 


WE  HAVE  AVAILABLE  subject  to  prior  sale  the 
following  used  presses,  they  are  offered  “AS  IS” 
Of  “Remanufactured”. 

GOSS  SUBtAtBAN:  6  Umts,  1  Combination 
Folder,  3  Butler  splicers,  (good  condition 
running  when  removed). 

•  Harris  V25:  5  Units,  1  JF-25  Folder  (only 
offered  remanufactured) 

•  Harris  VISA:  4  Units,  1  JF-7  Folder  (only 
offered  remanufactured) 

•  Harris  VISA:  7  Units,  2  Folders 

•  Harris  V2S:  2  Units,  1  JF-10  Folder,  available 
January  2002,  can  be  shown  running 

We  also  have  available  Suburbans,  VISA  &  V25 
Units  &  Folders. 

MIRACLE  INDUSTRIES,  INC. 

259  Great  Hill  Road 
Naugatuck,  CT  06770 
(203)  7230928 
Fax:  (203)  7230394 


PARENTING  COLUMNS:  FREE  columns  of 
parent  and  child  topics  written  by  former 
Parents  Magazine  columnist.  Accurate,  con¬ 
cise,  accessible.  Grant-supported  project  of 
University  of  Pittsburgh  Office  of  Child  De¬ 
velopment.  Download  at: 
www.pitt.edu/-ocdweb/columns.htm 

CIRCULATION  SERVICES 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)  550-1515 
Eric  Southward 
www.metro-news.com 

BETTER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  884-9511 
HHalat@aol.com 


CIRCULATION  SERVICES,  INC. 

The  Prepaid  Sales  Leader 

Find  Out  More  At 
www.circulationservices.com 
Or  call  Andy  Orr  at: 

(970)  493D470  ext.  109 

MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  73^5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingpiusinc.com 
Member  of  the  USA  Chambers  of  Commerce 

PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

•  Conversions/Stop  Savers 

•  PIA  Experts 

•  Database  Marketing 

•  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  94a2200 
www.thepisagroup.com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


SPECTRUM  MARKETING  SERVICES 

A  teleservice  solution  for 

•  Cold-call  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


INTERNET  SERVICES 


ARE  YOUR  WEBSITE’S  costs  out  of  line 
I  with  its  revenues?  Profitable  turnkey  web 
i  sites  for  newspapers.  877/462-6397 
www.our-hometown.com 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drivel!  See  it  at 
publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 

PRESSROOM  SERVICES 

PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Un¬ 
safe  floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


-HELP  WANTED- 


ACADEMIC 


DYNAMIC  LEADER  sought  for  Dean  of  grow¬ 
ing  College  of  Journalism  and  Mass  Com¬ 
munications,  University  of  South  Carolina. 
Applications  and  nominations  now  being  ac¬ 
cepted.  The  University  of  South  Carolina  is 
an  equal  opportunity  employer  and  specifi¬ 
cally  encourages  women  and  minority  appli¬ 
cants.  Position  announcement  and  applica¬ 
tion  instructions  at: 

www.sc.edu/ddsearches/journalism.html 

M.S.  AND  PH.D.  ASSISTANTSHIPS 
The  University  of  Tennessee  seeks  candi¬ 
dates  with  solid  professional  backgrounds 
for  study  in  Journalism,  Advertising,  Broad¬ 
casting,  Public  Relations,  Speech  Communi¬ 
cations,  Information  Science.  Applications 
for  assistantships  for  Fall  2002  are  due 
March  1.  Contact  Dr.  Edward  Caudill,  426 
Communications  Building,  College  of  Com¬ 
munications,  University  of  Tennessee, 
Knoxville,  TN  37996-0347. 

"I  hate  to  Iwsh  the  media,  but  these  gas¬ 
bags  feed  the  problem.” 

•Hill  M.ihcr.  liONi.  ■  P<>luic;illy  liuorrcci,"  1999 


ACADEMIC 


Central  Michigan  University,  a  growing  doctoral/research-intensive  university 
serving  28,000  students,  seeks  a  Chief  Public  Relations  and  Marketing  Officer. 
Established  in  1892,  CMU  is  recognized  for  strong  undergraduate  education  and  a 
range  of  focused  graduate  programs.  CMU  competes  at  the  Division  l-A  level  in 
athletics  and  is  located  In  Mount  Pleasant,  a  growing  mid-Michigan  community  of 
approximately  25,000  residents. 

Reporting  directly  to  the  university  president,  the  Chief  Public  Relations  and  Market¬ 
ing  Officer  is  the  university’s  chief  spokesperson,  responsible  for  developing  and 
maintaining  excellent  relations  with  the  media.  The  officer  will  also  be  responsible 
for  achieving  significant  results  in  terms  of  increases  in  external  visibility  for  the  uni¬ 
versity  and  in  the  awareness  and  understanding  of  its  programs  supporting  the  pres¬ 
ident  in  reaching  established  university-wide  goals.  The  successful  candidate  will 
demonstrate  success  in  marketing  and  public  relations,  planning  and  implementing 
major  public  relations  plans  for  large  and  complex  organizations.  The  candidate  will 
also  demonstrate  the  ability  to  work  on  multiple  tasks  in  a  short  period  of  time  while 
nurturing  a  team  of  public  relations  and  marketing  professionals.  Requirements  for 
the  position  include  a  minimum  of  a  Bachelor’s  degree  in  a  related  field  with  a  pref¬ 
erence  for  a  Master’s  degree  or  higher;  at  least  five  to  seven  years  of  increasingly 
responsible  roles  in  marketing  and/or  public  relations:  experience  and/or  ability  to 
serve  as  the  university’s  spokesperson  and  representative  to  the  media;  excellent 
communication  skills  (writing,  verbal,  interpersonal  and  organizational);  strong 
sense  for  visual  imagery  and  the  role  it  plays  in  the  marketplace:  ability  to  work  as  a 
member  of  the  senior  leadership  team. 

Screening  of  candidates  begins  immediately  and  continues  until  the  position  is  filled. 
Nominations,  applications  and  letters  of  interest  should  be  submitted  to: 


Sperry  MacNaughton 
MacNaughton  Associates 
3600  Lime  Street 
Suite  323 

Riverside,  CA  92501 
Phone:  (909)  7884951 
Fax:  (909)  7884953 
Email:  sperrym@pacbell.net 


Ms.  Betty  Wagner 

CPRMO  Screening  Committee 

Warriner  Hall  102 

Central  Michigan  University 

Mount  Pleasant,  Ml  48859 

Phone:  (989)  774-3968 

Fax:  (989)  774-7267 

Email:  Betty.J.Wagner@cmich.edu 


CMU,  an  AA/EO  institution,  is  strongly  and  actively  committed 
to  increasing  diversity  within  its  community 


(see  www.cmich.edu/aaeo/) 
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-HELP  WANTED- 


ACADEMIC 


UNIVERSITY  OF  OKLAHOMA 
The  University  of  Oklahoma  is  seeking  the 
highest  quality  faculty  to  fill  five  Assistant 
Professor  positions  and  one  Associate  Pro¬ 
fessor  position  in  fall  2002.  Applicants  with 
expertise  in  any  one  or  more  of  the  multiple 
areas  of  journalism  and  mass  communica¬ 
tion  are  encouraged  to  apply.  We  are  look¬ 
ing  for  innovative,  interdisciplinary  individu¬ 
als  with  a  commitment  to  teaching  and  the 
ability  to  conduct  ground  breaking  research 
in  their  fields. 

Requirements  for  the  positions  are  a  Ph.D., 
or  an  equivalent  terminal  degree,  in  hand 
by  August  1,  2002,  and  professional  expe¬ 
rience.  Individuals  with  extensive  career 
experience  and  professional  recognition  on 
a  national  or  international  level  will  also 
be  considered. 

Women  and  individuals  of  ethnically  diverse 
backgrounds,  including,  but  not  limited  to, 
African-Americans,Asian-Americans, 

Latinos,  and  Native  Americans,  are  particu¬ 
larly  urged  to  apply.  The  university  wel¬ 
comes  the  creativity  and  unique  contribu¬ 
tions  which  diversity  offers  to  students  pre¬ 
paring  to  work  in  a  diverse  society. 

The  Gaylord  College  of  Journalism  and 
Mass  Communication  was  founded  in  the 
year  2000,  after  a  generous  gift  from  the 
family  of  Edward  L.  Gaylord,  owner  of  the 
Gaylord  Publishing  Company.  Building  on 
the  85-year  tradition  of  the  H.H.  Herbert 
School  of  Journalism  and  Mass  Communica¬ 
tion,  the  Gaylord  College  is  intent  on  be¬ 
coming  one  of  the  leading  centers  of  mass 
communication  study  and  learning  in  the 
United  States.  The  size  of  the  faculty  will  be 
dramatically  expanded  and  new  facilities 
are  already  in  the  planning  stage.  New  fac¬ 
ulty  are  expected  to  take  an  active  part  in 
this  growth,  through  superior  teaching,  in¬ 
novative  curriculum  development,  and  re¬ 
search. 

Currently  the  college  offers  the  B.  A.  and 
M.A.  in  advertising,  broadcasting  and  elec¬ 
tronic  media,  journalism,  public  relations, 
and  professional  writing.  It  is  the  College's 
intention  to  offer  a  Ph.D.  in  the  near  future 
and  our  new  faculty  are  being  selected  with 
this  in  mind.  All  areas  of  expertise  are 
being  considered  for  these  positions. 

The  University  of  Oklahoma  is  located  in 
Norman,  a  dynamic  and  growing  town  in 
the  suburbs  of  Oklahoma  City.  Norman  has 
a  diverse  population  with  numerous  artistic 
and  cultural  opportunities,  a  variety  of  res¬ 
taurants  and  recreational  activities,  reason¬ 
able  housing,  and  an  excellent  public 
school  system. 

Applications  will  be  reviewed  beginning  De¬ 
cember  1,  2001  and  accepted  until  all 
positions  are  filled.  Applicants  should  pro¬ 
vide  1)  a  letter  describing  their  teaching 
and  professional  experience  and  their  areas 
of  research  expertise,  2)  a  complete  re¬ 
sume,  and  3)  names,  addresses,  and  tele¬ 
phone  numbers  of  at  least  three 
references.  Applications  should  be  sent  to: 

Dean  Charles  C.  Self 
Gaylord  College  of  Journalism  & 

Mass  Communication 
The  University  of  Oklahoma 
860  Van  VIeet  Oval 
Norman,  Oklahoma,  730190270 
The  University  of  Oklahoma  is  an  Equal 
Opportunity/Affirmative  Action  Employer. 
Women  and  minorities  are  especially  en¬ 
couraged  to  apply. 


ACADEMIC 


COMMUNICATION/JOURNALISM 

DEPARTMENT 

The  Communication/Journalism  Department 
at  St.  John  Fisher  College  anticipates  a  ten¬ 
ure-track  opening  for  Fall,  2002,  at  the  As¬ 
sistant  Professor  level  in  Print  Journalism. 
The  successful  candidate  will  teach  three 
courses  in  print  journalism  (news  writing 
and  reporting,  feature  writing,  editing  and 
design)  per  semester  and  advise  the  cam¬ 
pus  newspaper.  Ph.D.  preferred,  will  con¬ 
sider  A.B.D.  or  M.A.  with  significant  experi¬ 
ence  at  a  daily  newspaper. 

The  Communication/Journalism  Department 
offers  a  writing-based  program  with  tracks 
in  advertising,  broadcasting/telecommuni¬ 
cations,  print  journalism,  and  public  rela¬ 
tions.  With  175  majors  and  five  fulFtime  fac¬ 
ulty,  we  offer  an  extensive  internship  pro- 
j  gram  and  strong  alumni  networking  oppor¬ 
tunities. 

St.  John  Fisher  College  in  Rochester,  New 
York,  is  an  independent  college  serving 
over  2000  students  at  a  suburban  campus. 
The  College  offers  26  majors  and  1 1  grad¬ 
uate  programs.  Applicants  should  submit  a  : 
cover  letter,  resume,  and  the  names,  ad-  | 
dresses,  and  phone  numbers  of  three  pro-  i 
fessional  references.  Review  of  applications 
will  begin  immediately,  with  an  application 
deadline  of  November  1.  St.  John  Fisher 
College  values  diversity  and  encourages  in¬ 
dividuals  from  under-represented  popula¬ 
tions  to  apply.  EOE/AA 
Applications  should  be  sent  to: 

Dr.  Lauren  A.  Vicker,  Ph.D.,  Chair 
Communication/Journalism  Department 
St.  John  Fisher  College 
3690  East  Avenue,  Rochester,  NY  14618 
Additional  questions  may  be  addressed  to: 
vicker@sjfc.edu 


JOURNALISM  FOR  FALL  2002,  Assistant 
Professor  (tenure-track)  to  teach  mass  me¬ 
dia,  introductory  and  advanced  journalism, 
related  writing  courses;  teach  in  college¬ 
wide  core  curriculum;  assist  in  advising  coF 
lege  newspaper  and  its  on-line  version, 
other  student  publications;  administer  stu¬ 
dent  internships.  Doctorate  preferred;  MFA 
in  Creative  Writing  (Non-Fiction)  with  signifF 
cant  experience  in  print  journalism  consid¬ 
ered.  Preference  given  to  applicants  with 
professional  experience  in  print  journalism, 
experience  as  classroom  teachers,  demon¬ 
strated  scholarly  promise.  Competitive 
salary  and  benefits.  Send  letter;  vita; 
names,  addresses  and  telephone  numbers 
of  three  references  to  Human  Resources, 
Massachusetts  College  of  Liberal  Arts,  375 
Church  Street,  North  Adams,  MA 
012474100.  Review  of  applications  begins 
November  26,  2001  and  continues  until 
position  is  filled.  AA/EEO 


''Facing  the  ()res.s  i.s  mort’  clifFicult  than 
bathing  a  le|HT  " 


ACADEMIC 


SCIENCE 

COMMUNICATIONS 

ASSISTANTSHIPS 


The  University  of  Tennessee  seeks 
candidates  with  a  background  or 
an  interest  in  science  communica¬ 
tions  for  assistantships  in  M.S.  and 
Ph.D.  programs.  Contact: 

Dr.  Edward  Caudill 
426  Communications  Building 
College  of  Communications 
University  of  Tennessee 
Knoxville,  TN  37996-0347 


ACCOUNTING 


CHIEF  FINANCIAL  OFFICER 
Forum  Communications  Company  located 
in  Fargo,  North  Dakota  is  seeking  a 
qualified  Chief  Financial  Officer  to  oversee 
the  financial  responsibility  of  our  group  of 
daily  and  weekly  newspapers,  broadcast  dF 
vision  and  commercial  printing  operations. 
This  position  will  be  responsible  for  coordF 
nating  all  accounting,  financial  reporting, 
budgeting  activities  and  financial  planning 
for  our  corporation. 

KNOWLEDGE  AND  EXPERIENCE: 

•  4  year  Accounting  Degree 

•  Strong  knowledge  of  newspaper  industry 

•  CPA  preferred 

•Ability  to  research  and  recommend 
policy  and  procedures 

•  Excellent  verbal  and  communication  skills 

•  Possess  vision  for  our  expanding  media 
company 

Send  resume  to  Lloyd  Case,Chief  Operating 
Officer  Forum  Communications,101  5th 
Street  South,  Fargo,  ND  58107. 


ADMINISTRATIVE 


BOSNIA  AND  HERZEGOVINA 
INDEPENDENT  MEDIA  DEVELOPMENT 
The  IREX  ProMedia  Program,  a 
USAID-funded  project,  seeks  a  long-term 
resident  advisor  for  a  print  media  develop¬ 
ment  program  in  Bosnia  and  Herzegovina. 
Ideal  candidates  are  experienced  profes¬ 
sionals  with  10  or  more  years  of  journalism 


INCREDIBLE  ADVENTURE  for  entrepreneurs 
looking  for  fantastic  career  opportunity. 
Bigfoot  Media,  publisher  of  the  award-winn¬ 
ing  Berkeley  Daily  Planet  &  San  Mateo  Daily 
Journal,  needs  high-energy  Sales  Managers 
to  build  &  lead  teams  at  start-up  community 
dailies  on  the  West  Coast.  Competitive 
compensation  +  stock  options  for  aggres¬ 
sive  leaders  (we  are  venture  capitaF 
i  backed).  This  is  not  for  the  faint-hearted! 
I  Cover  letter  &  resume  to: 

I  hr@berkeleydailyplanet.net  or  FAX  to: 

(510)  841-5695 


ADVERTISING 


AD  DIRECTOR,  AlFCommunities  Ad  Sales,  a 
new  ad  syndicate  serving  the  ethnic  and 
community  press  of  NYC.  Manage  all  as¬ 
pects  of  the  joint  sales  operation  for  news¬ 
papers  and  magazines,  including  budget¬ 
ing,  tracking  trends,  establishing  systems 
and  procedures  for  joint  sales  solicitation, 
setting  sales  goals,  and  mobilizing  experi¬ 
enced  ad  salespeople  at  member  publica¬ 
tions  to  reach  those  goals.  Make  sales  calls 
to  major  advertisers  on  behalf  of  the  syndi¬ 
cate  and  serve  as  advisor  to  member  publi¬ 
cations  on  advertising  issues.  Must  have  vF 
Sion  and  enthusiasm  for  fulfilling  the 
mission  while  overcoming  the  obstacles  of 
a  start-up.  Also  must  have  interest  and  ca¬ 
pacity  to  work  in  a  nonprofit,  mission- 
oriented  environment  with  the  ethnic  press 
and  people  of  many  backgrounds. 

Candidate  must  have  at  least  five  years  ex¬ 
perience  in  ad  sales,  (including  some  man¬ 
agement  experience),  knowledge  of  finan¬ 
cial  management,  computerized  and  other 
administrative  systems  related  to  sales, 
comfort  conducting  research  related  to 
building  a  sales  strategy  and  the  ability  to 
train  and  guide  others  in  the  art  and 
science  of  ad  sales.  S/he  must  be  able  to 
oversee  the  work  of  others  and  work  in  a 
collaborative  way  with  all  staff  people  and 
members.  Bachelor’s  degree. 

Base  salary  plus  commission.  Send 
resume,  cover  letter  and  references  by  No¬ 
vember  15  to  Abby  Scher,  director.  Inde¬ 
pendent  Press  Association-New  York,  350 
Broadway,  Suite  525,  New  York,  NY 
10013;  ipany@indypress.org. 


ADVERTISING  SALES  MANAGER 
The  New  Castle  News,  a  19,0(X)<irculabon 
(Mon.  -  Sat.)  daily  in  Western  Pennsylvania 
is  seeking  an  aggressive  sales  manager  to 
lead  the  advertising  department.  The  suc¬ 
cessful  candidate  will  have  a  solid  track 
record  of  providing  the  highest  degree  of 
customer  service,  achieving  sales  targets, 
launching  new  products  and  motivating  a 
sales  staff.  New  Castle  is  located  about  an 
hour  north  of  Pittsburgh  and  20  minutes 
east  of  Youngstown,  Ohio.  The  position 
offers  a  significant  challenge,  a  competitive 
salary/benefits  package  and  inclusion  in 
the  newspaper’s  management  incentive 
program.  Send  resumes  to: 

Max  Thomson,  Publisher 
New  Castle  News 

P.O.  Box  60,  New  Castle,  PA  16103 


VP/ADVERTISING  DIRECTOR 
The  Tribune  of  San  Luis  Obispo,  CA  is  look¬ 
ing  for  an  individual  to  direct  50  person  ad 
dept.  Successful  candidate  will  possess 
ambition,  strong  sales  and  coaching  skills, 
and  a  talent  for  strategic  thinking.  Excellent 
oral  and  written  communication  skills  a 
must.  Four  year  degree  desired.  Applicants 
should  have  newspaper  sales  experience 
and  demonstrated  success  in  managing 
sales  staff.  The  Tribune  is  a  Knight  Ridder 
newspaper.  Send  cover  letter  and  resume 
to:  Devon  P.  Goetz,  The  Tribune,  P.O.  Box 
112,  San  Luis  Obispo,  CA  93406-0112. 
E-mail:  dgoetz@thetribunenews.com. 

FAX:(805)  781-7%6  EOE. 
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ADVERTISING 


SELL  A  PRODUCT  THAT  SELLS  ITSELF 
288,000  TIMES  A  DAY 
Be  involved  with  a  product  that  customers 
know,  trust  and  use.  Every  week,  the  Mer¬ 
cury  News  reaches  3  out  of  4  adults  in  Sili¬ 
con  Valley.  We  are  part  of  Knight  Bidder, 
Inc.,  the  nation's  second  largest  newspaper 
organization  publishing  32  daily 
newspapers  in  28  cities  and  17  states. 
NATIONAL  ADVERTISING  SALES  MANAGER: 
Manage  the  day-to-day  sales  activity  for  the 
National  Advertising  Sales  staff.  Work  with 
err.ployees  to  identify  business  categories 
and  accounts  with  the  potential  for  revenue 
growth,  and  assist  them  in  the  preparation 
and  successful  implementation  of  sales 
strategies  directed  to  those  potential  cus¬ 
tomers.  BS  degree,  sales  management  ex¬ 
perience  in  a  newspaper  or  publishing  envi¬ 
ronment,  strong  personal  selling  skills  and 
the  ability  to  create  unique  approaches  to 
meet  competitive  situations  a  must.  Man¬ 
agement  experience  with  a  national  rep. 
firm  and  fluency  in  Spanish  or  Vietnamese 
are  preferred. 

REAL  ESTATE  SALES  SUPERVISOR: 

Are  you  a  strong  and  aggressive-minded 
Sales  Supervisor?  Do  you  want  to  get  the 
most  out  of  your  Real  Estate  connections? 
As  the  Sales  Supervisor,  you  will  lead  and 
develop  the  Real  Estate  Sales  team.  Work 
with  the  Real  Estate  Sales  Manager  to  es¬ 
tablish  and  achieve  advertising  sales  goals 
for  the  team,  and  directly  with  customers 
to  develop  marketing  strategies  that  effec¬ 
tively  meet  team  and  company  objectives. 
Coach  and  develop  the  sales  skills  and 
competencies  of  the  entire  team.  4-year 
college  degree  in  Advertising  or  Marketing, 
3-5  years  experience  leading  and  supervis¬ 
ing  a  sales  team  or  proven  success  in  the 
Real  Estate  field,  strong  personal  selling 
skills,  and  effective  team,  interpersonal, 
and  written  communication  skills  are  re¬ 
quired.  Experience  in  the  newspaper  in¬ 
dustry  or  ofter  media,  and  fluency  in  Span¬ 
ish  or  Vietnamese  is  preferred.  We  offer: 
•Competitive  base  salary  plus  commission. 

•  Comprehensive  benefits  package,  includ¬ 
ing  medical,  dental,  401(k)  and  pension 
plan. 

•  Up  to  5  weeks  annual  vacation. 

For  immediate  consideration,  please  E-mail 
your  resume  to:  jobs@sjmercury.com.  EOE 


ADVERTISING  DIRECTOR 
The  North  Adams  Transcript,  a  Monday- 
Saturday  newspaper,  circulation  8,000, 
seeks  motivated  individual  as  advertising  di¬ 
rector.  North  Adams  is  at  the  heart  of  the 
vibrant  and  attractive  Northern  Berkshire 
market  in  Western  Massachusetts,  home  of 
Williams  College,  MASSMoCA,  and  an 
emerging  high-tech  industry.  This  position 
supervises  a  staff  of  6  in  maintaining  adver¬ 
tiser  relationships  for  the  daily  newspaper 
and  niche  products.  Strong  sales  experi¬ 
ence  and  excellent  organizational  and  com¬ 
munications  skills  are  essential.  Newspaper 
sales  leadership  experience  is  preferred. 
Please  provide  resume  and  cover  letter  to: 
Martin  Langeveld,  Publisher 
North  Adams  Transcript 
124  American  Legion  Drive 
North  Adams,  MA  01247 
E-mail  (preferred): 
mlangeveld@berkshireeagle.com 


-HELP 


ADVERTISING 


I  CLASSIFIED  ADVERTISING  MANAGER 
1  The  Chattanooga  Times  Free  Press  is 
I  searching  for  a  self-starter,  people-person 
[  with  strong  management  techniques  to  lead 
j  an  evolving  team  of  professionals.  The  ideal 
candidate  will  be  an  innovator  and  motivator 
with  the  talent  and  ability  to  develop  new 
revenue  initiatives. 

This  position  requires  a  strong  manager 
i  with  a  proven  track  record  of  exceeding 
i  goals,  the  ability  to  hire,  inspire,  develop 
'  and  lead  a  professional  team.  ResponsibilF 
'  ties  include  directing  all  sales  activities  for 
a  department  of  35.  The  Times  Free  Press 
is  a  101,000  Sunday,  75,000  daily  newspa¬ 
per.  Parade  magazine  called  Chattanooga 
The  Dynamo  of  Dixie”  and  it  is  an  outstand¬ 
ing  community  to  live  and  work  in.  The  Chat¬ 
tanooga  Times  Free  Press  offers  a  competi¬ 
tive  benefits  package,  excellent  salary  and 
401(k)  plan.  Send  resumes  to: 

I  Mike  Baskin,  Advertising  Director 
Chattanooga  Times  Free  Press 
P.O.  Box  1447 

Chattanooga,  TN  37403-1447 
mbaskin@timesfreepress.com 

I  ADVERTISING  SALES  MANA^ 
Profile  Pursuit,  Inc.,  a  rapidly  growing  inter- 
:  national  custom  publishing  company  with 
i  offices  in  New  York  and  London,  is  adding 
1  sales  manager  positions  for  our  expanding 
j  New  York  office.  Supervise,  direct,  and  as¬ 
sist  sales  executives  in  meeting  -  and  ex- 
!  ceeding  sales  targets.  Qualified  applicants 
!  will  have  at  least  three  years  of  sales  man¬ 
agement  experience  in  a  telesales  environ¬ 
ment,  preferably  high  ticket  intangibles  and 
j  will  be  highly  motivated  and  skilled  at  all 
;  levels  of  sales.  Publishing/Advertising  in- 
i  dustry  experience  desired.  Please  submit 
j  resume  and  letter  of  interest  to: 

!  joe@profile-pursuit.com 

I _ 

1  ADVERTISING  MAf^GER 

!  The  Oneida  Daily  Dispatch,  located  in  Cen- 
:  tral  New  York,  is  seeking  a  creative  individ- 
i  ual  to  lead  its  advertising  sales  operations, 
i  The  successful  candidate  must  be  a  hands 
'  on,  organized  leader  able  to  juggle  multiple 
I  projects  while  meeting  deadlines.  Full  bene- 
!  fits  including  401(k).  Fax  your  resume  to 
i  (315)  363-9832  Attn:  A.  Campanie. 

;  Or  E-mail:  acampanie@oneidadispatch.com 


CIRCULATION 


'  CIRCULATION  MANAGER  wanted  for  Paxton 
I  Media  daily  in  Monroe,  NC.  6  day  paper  is 
!  looking  for  experienced  person  who  can 
!  promote,  sell,  and  lead.  Full  company  bene- 
I  fits,  401(k),  vacation,  major  medical,  etc. 

I  Salary  negotiable  along  with  bonus  plan, 
i  Send  resume  to  John  Lowman,  publisher, 

1  The  Enquirer-Journal,  P.O.  Box  5040, 

;  Monroe,  NC  281 1 1 .  Fax:  (704)  2834390. 

I  EOE 

I  CIRCULATION  M^^ER 

I  Circulation  manager  needed  for  southeast 
I  New  Mexico  AM  newspaper.  1 1 ,  500  circu- 
!  lation  with  large  NIE  program.  Baseview 
program.  Must  have  marketing  skills.  Salary 
'  depends  on  experience.  Great  bene- 
;  fits,great  place  to  raise  family.  Contact: 

Kathi  Bearden,  Publisher,  Hobbs  News-Sun 
P.O.  Box  850,  Hobbs,  NM,  88240. 

Phone:(505)393-2123 
j  FAX:  (505)  3930610 

I  E-mail:  bearden@leaco.net 


CIRCULATION 


EDUCATION  ACCOUNT  MANAGER 
National  Sales  Staff  -  Western  U.S.  territory 
(California  &  Nevada ) 

Major  newspaper  publisher  and  distributor 
has  an  exciting  opportunity  on  its  National 
Sales  Staff.  The  successful  candidate  we 
seek  will  help  increase  sales  in  the  college 
education  segment  of  our  national-metro¬ 
politan  circulation.  Responsibilities  include 
working  publisher  staff,  college  faculty,  stu¬ 
dent  organizations,  bookstores  and  third 
party  vendors  to  promote  The  New  York 
Times  brand  and  increase  sales,  nurture 
readership  programs  and  initiate  new  col¬ 
lege  programs.  Travel  required. 

Must  be  organized,  flexible,  and  self-mo¬ 
tivated,  able  to  handle  multiple  projects 
and  meet  varying  deadlines.  Should  be  able 
to  create,  present  and  execute  sales  and 
marketing  plans  to  drive  new  business.  Ex¬ 
perience  with  the  educational  community 
and  related  organizations  preferred.  Seek 
team  spirited  individuals,  able  to  interact 
successfully  with  a  variety  of  individuals 
and  organizations.  Knowledge  and  experi¬ 
ence  in  newspaper  sales  and  distribution  is 
helpful.  Able  to  communicate  effectively 
both  verbally  and  in  writing.  College  degree 
required.  Advanced  degree  in  Marketing, 
Communication  or  Education  preferred. 
Must  possess  strong  computer  skills  and 
be  proficient  in  Microsoft  Office  applica¬ 
tions. 

We  offer  a  competitive  salary  range,  partici¬ 
pation  in  the  sales  bonus  incentive  program 
and  an  outstanding  benefits  program.  A  car 
allowance  is  provided.  Interested  candi¬ 
dates  are  invited  to  respond  in  confidence 
stating  salary  history  and  requirements. 
Send  resumes  to: 

E-mail:  oconkm@nytimes.com 
Fax:  (626)  351-0760 
Attention:  K.  O’Connell 
13181  Crossroads  Parkway  North,  #180 
City  of  Industry,  CA  91746 
An  EEO  employer 


CIRCULATION  DIRECTOR 
The  Record,  a  22,000  circulation,  7-day 
community  newspaper  in  Troy,  New  York  is 
looking  for  an  experienced  circulation  pro¬ 
fessional  who  is  interested  in  leading  by  ex¬ 
ample.  Ideal  opportunity  for  an  energetic, 
creative  leader  to  increase  sales  by 
inspiring  teamwork  and  applying  sales,  mar¬ 
keting  and  customer  service  skills.  This  in¬ 
dividual  is  a  key  member  of  the  executive 
staff  that  reports  directly  to  the  Publisher. 
We  offer  competitive  compensation  and 
benefits  package  and  the  opportunity  to 
advance  within  our  group  of  newspapers. 
The  Record  is  a  Journal  Register  Company 
newspaper,  a  leading  U.S.  newspaper  pub¬ 
lishing  company  that  owns  23  daily  news¬ 
papers,  and  197  non-daily  publications. 
Please  E-mail  your  resume  and  salary 
history  to  Fred  Fedesco,  Publisher: 
ffedesco@journalregister.com 


LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  38  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 
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CIRCULATION 


CIRCULATION  OPPORTUNITIES 
Northern  Virginia  Community  Newspaper 
Group  has  several  opportunities  available  in 
its  Circulation  Department.  Desire  self-start¬ 
ers  with  strong  analytical  skills.  Candidates 
should  have  the  ability  to  motivate  others. 
IT  experience  is  necessary  with  ability  to 
problem  solve. 

Offer  a  competitive  compensation  and  ben¬ 
efit  package  including  health  and  dental, 
401  (k)  Plan,  ST  and  LT  Disability  and  Life 
Insurance.  Fax  or  E-mail  resume  and  salary 
requirements  to: 

(703)  771-0036  akey@timespapers.com 
EOE 


CIRCULATION  SALES  AND  MARKETING 
MANAGER  -  FULL-TIME 
The  Observer-Dispatch  is  seeking  a  Circula¬ 
tion  Sales  and  Marketing  Manager  to  be 
responsible  for  increasing  market  penetra¬ 
tion  and  meeting  circulation  volume  and 
revenue  goals. 

Five  years  of  circulation  and  sales  experi¬ 
ence  as  well  as  sound  people  and  organiza¬ 
tional  skills  required.  Marketing  or  other  ex¬ 
perience  preferred.  Please  apply  to: 

Observer-Dispatch 
Attn:  Human  Resources 
221  Oriskany  Plaza,  Utica,  NY  13501 


EDITORIAL 


REPORTER 

Wanted:  Skeptical,  digging,  tenacious,  cre¬ 
ative  investigative  reporter  to  conduct  in¬ 
vestment  research  full-time  for  San  Fran¬ 
cisco  Hedge  Fund.  Not  a  writing  position. 
Must  work  out  of  SF  office.  E-mail: 
amw@cannellcap.com 


AWARD  WINNING  small  daily  in  northeastern 
Maryland  has  an  opening  for  a  copy  editor. 
We  emphasize  training  for  career-oriented 
journalists.  We’re  looking  for  someone  who 
enjoys  editing  local  news  and  wire,  but  also 
has  some  design  skills  and  is  good  with 
writing  snappy  headlines.  QuarkXPress 
helpful  but  not  essential.  Schedule  is  Sunday 
thru  Thursday,  night  shift,  for  5-day 
morning  paper.  Send  resume  to: 

Terence  Peddicord,  Editor,  Cecil  Whig 
601  Bridge  Street,  Elkton,  MD  21921 
No  phone  calls,  please! 


AWARD-WINNING  35,000-circulation  daily 
seeks  full-time  reporter  for  regional  news 
staff.  One  or  two  years  of  reporting  experi¬ 
ence  is  preferable.  We  cover  an  area  rich  in 
cultural  and  recreational  activities,  from 
Saratoga  Springs  to  the  Adirondack  Moun¬ 
tains.  Send  resume,  clips  to:  Bob  Condon, 
City  Editor,  The  Post-Star,  P.O.  Box  2157, 
Glens  Falls,  NY  12801-0012,  or  E-mail 
resume  to  condon@poststar.com. 


DESIGNER  for  stylish  weekly  Southwest 
Florida  sense-of-place  magazine.  Must  be 
skilled  in  all  aspects  of  the  production 
process,  willing  to  be  creatively  innovative 
and  able  to  design  attractive,  eye-catching 
pages.  Command  of  spelling,  style  and 
grammar  and  facility  with  copy  are  musts. 
Fluency  with  Web  design  a  big  plus.  We 
would  like  to  move  quickly  on  this  position. 
Send  resume  and  clips  to  Ronnie  Ramos, 
Managing  Editor,  The  News-Press,  P.O.  Box 
10,  Fort  Myers,  FL  33902. 
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EDITORIAL 


CITY  EDITOR 

California  Central  Coast  daily  seeks  full  time 
city  editor.  The  Tribune  is  a  40,000  Knight 
Ridder  newspaper,  growing  in  circulation 
and  dedicated  to  doing  things  the  right 
way.  Successful  candidate  will  have  strong 
news  judgment,  great  editing  and  people 
skills  and  will  lead  the  city  desk  in 
producing  a  news  report  that  is  vigorous, 
alert,  substantive  and  enterprising.  We’re 
are  committed  to  individual  development 
and  offer  excellent  benefits.  San  Luis 
Obispo  is  a  terrific  environment  in  which  to 
live  and  work.  Ifs  an  area  rich  with  outdoor 
diversions  and  unbeatable  weather.  Send 
cover  letter,  resume  and  at  least  five  sam¬ 
ples  to  Human  Resources,  The  Tribune, 
P.O.  Box  112,  San  Luis  Obispo,  CA  93406. 

EOE 


COPY  EDITOR 

The  Press  of  Atlantic  City  has  an  immediate 
opening  for  a  Copy  Editor  on  its  news  desk. 
We  are  an  independent  newspaper  in  a 
growing  region.  Southern  NJ  offers 
seashore,  suburban,  rural  or  smalkity 
living,  plus  12  casinos  -  all  accessible  to 
Philadelphia,  New  York,  or  Washington,  DC. 
Primary  responsibilities  involve  editing 
copy,  headline  writing,  page  layout,  and 
pagination.  A  college  degree  and  two  years’ 
experience  in  daily  journalism  required. 

The  paper  provides  opportunities  for  career 
development.  Competitive  salary  and 
benefits.  Send  resume  and  sample  of 
work  to: 

Peter  Brophy,  News  Editor 
The  Press  of  Atlantic  City 
1 1  Devins  Lane,  Pleasantville,  NJ  08232 
E-mail:  pmb@pressplus.com 


SPORTS  EDITOR 

APSE  rates  the  La  Crosse  Tribune,  La  Cros¬ 
se,  Wl,  as  one  of  the  top  10  daily  sports 
sections  in  America  for  our  circulation  cate¬ 
gory  -  and  we  expect  to  maintain  that  stand¬ 
ard  of  excellence,  despite  losing  our  sports 
editor  to  a  bigger  newspaper. 

Work  with  a  terrific  sports  team  in  a  sports- 
-crazy  community,  leading  coverage  of  pro¬ 
fessional,  college  and  high  school  sports, 
plus  local  recreation  and  extensive 
outdoors  coverage  along  the  beautiful  Mis¬ 
sissippi  River.  Join  a  great  organization  in  a 
beautiful  setting.  Send  letter  of  application, 
resume,  minimum  of  three  work-related  ref¬ 
erences  to: 

Meribeth  Catania 

Regional  Human  Resources  Director 
La  Crosse  Tribune 
401  N.  Third  Street 
La  Crosse,  Wl  54601 
E-mail:  Meribeth.Catania@lee.net 
Application  deadline:  Nov.  5,  2001 


VETERAN,  award-winning  business  reporter 
looking  for  new  challenge  in  DC.  Presently 
covering  the  Pentagon,  but  have 
experience  writing  on  a  variety  of  business 
topics,  including  automotive  and  technology 
issues.  Have  worked  for  major  market 
newspapers  and  national  wire  service.  For 
resume  and  clip  package,  send  job  descrip¬ 
tion  with  contact  information  to: 

washreporter@aol.com 


SENIOR  EDITOR 

The  Modesto  Bee,  a  McClatchy  newspaper  I 
located  in  Central  California,  is  seeking  a  j 
Senior  Editor  to  manage  and  supervise  the 
local  reporting  teams  and  areas  relating  to  I 
the  local  content  of  the  newspaper.  ! 

Required:  BA  degree  or  equivalent  training  I 
or  experience.  Seven  years  newspaper  ex-  i 
perience,  including  a  minimum  of  W  years  | 
proven  background  as  a  journalist  and/or  ' 
editor.  Supervisory  experience  is  strongly  ! 
desired.  Excellent  writing  and  editing  skills.  i 
Must  possess  excellent  skills  in  managing  j 
and  motivating  people  and  coordinating 
projects.  Must  have  strong  news  judgment  | 
and  public  relations  skills.  Fluency  in  Span-  I 
ish  is  a  plus.  ^ 

With  a  daily  circulation  of  85,000,  we  have  | 
a  solid  commitment  to  local  and  regional  i 
news.  We  gather,  edit  and  present  the 
news  daily  for  a  six-county  area.  Modesto, 
the  hub  of  the  region  and  home  of  The  Bee, 
is  a  city  of  200,000  located  midway  be¬ 
tween  San  Francisco  and  Yosemite.  Known  i 
as  the  hometown  of  moviemaker  George  j 
Lucas,  the  E&J  Gallo  Winery  and  a  rich  agri-  ; 
cultural  economy.  j 

To  apply,  mail  cover  letter  and  resume  in¬ 
cluding  salary  history  to:  The  Modesto 
Bee,  Attn.  HR  Dept.,  P.  0.  Box  3928,  Mo¬ 
desto,  CA  95352  or  E-mail  to: 
pnielsen@modbee.com  (please  send  at¬ 
tachments  in  Word  Format). 

Deadline:  11/12/01. 


FEATURES  EDITOR  i 

Award-winning,  38,000  Knight  Ridder  daily  | 
on  California’s  Central  Coast  seeks  a  Fea-  } 
tures  editor  to  produce  sophisticated  cover-  ' 
age  that  is  relevant,  useful  and  local,  j 
Editor  should  exhibit  strong  leadership, 
communication  and  story  develo-  ! 
pment/line-editing  skills  and  understand  ! 
needs  of  occasional  readers.  Extensive, 
varied  experience  as  a  reporter  and  editor 
most  desirable.  Successful  applicant  will 
have  the  ability  to  work  well  with  people  to 
provide  direction,  constructive  criticism  and 
professional  stimulation.  San  Luis  Obispo 
is  a  terrific  environment  in  which  to  live  and 
work.  It’s  an  area  rich  with  outdoor  diver¬ 
sions  and  unbeatable  weather.  We  offer  j 
competitive  compensation  and  an  excellent 
benefit  package.  To  apply  send  a  resume,  j 
cover  letter  and  at  least  five  samples  of  i 
your  best  writing  and  editing  to:  Human  Re¬ 
sources,  P.O.  Box  112,  San  Luis  Obispo 
CA  93046.  Or  E-mail  to: 

dgoetz@thetribunenews.com 


MANAGING  EDITOR  for  4-year-old  Upstate  j 
SC  business  journal  seeks  passionate  expe¬ 
rienced  leader  with  writing/editing  skills,  i 
sharp  eye  for  layout  and  ability  to  meet  | 
deadlines.  Will  manage  news  and  research  | 
staff.  Send  resume  and  samples  by  Novem¬ 
ber  1  to  Publisher,  7  Washington  Park, 
Greenville,  SC  29601. 


EDITOR/WRITER:  22-year  old  trade  publica¬ 
tion  on  retail  real  estate  seeks  reporter  to 
write  concise  news,  attention  to  detail  and 
organized.  Princeton,  NJ  based.  Call  Ann  at  I 
(609)  587-6200  or  Fax  (609)  587-351 1 .  [ 

E-mail:  ann@dealmakers.net 


REPORTER 

Join  one  of  the  oldest  newspapers  in  the 
country.  The  Daily  Southerner,  located  in 
Tarboro,  NC,  has  been  publishing  since 
1826.  We  need  two  reporters  capable  of 
covering,  and  uncovering,  the  issues  in  the 
county  seat.  Minimum  requirement  a 
degree  in  journalism  or  related,  or  strong 
experience  in  a  daily  newspaper  environ¬ 
ment.  Competitive  salary.  Send  cover 
letter,  resume,  reference  list  and  clips  to: 
Tom  Mayer,  Editor,  The  Daily  Southerner 
504  W.  Wilson  Street,  Tarboro,  NC  27886 
Or  E-mail:  dailysoutherner@tarboronc.com 
No  phone  calls,  please 


PRESSROOM 


PRESSROOM  ASSISTANT  MANAGER 
The  Denver  Newspaper  Agency,  publisher 
of  the  Rocky  Mountain  News  and  The  Den¬ 
ver  Post,  has  an  immediate  position  availa¬ 
ble  in  our  fast-paced  PRESSROOM.  The  ide¬ 
al  candidate  will  direct  25-30  press-workers 
and  supervise  the  day  to  day  operation. 
Other  duties  could  include  communicating 
essential  information  to  all  levels,  executing 
weekly  schedules,  coordinate  the  mainte¬ 
nance  scheduled  with  the  maintenance  de¬ 
partment,  troubleshoot  equipment  failures 
and  execute  proper  follow-up,  ensure 
orvtime  press  runs.  In  addition,  evaluate  the 
skill  level  of  press-workers  and  implement 
the  necessary  training.  Qualifications  are  a 
High  School  Diploma,  with  a  minimum  of  5 
years  experience.  The  candidate  must  ex¬ 
hibit  a  high  degree  of  mechanical  aptitude 
on  press  equipment.  Send  your  resume  to: 
The  Denver  Newspaper  Agency,  4499  Fox 
St.,  Denver,  CO  80216  or  FAX  to:  (303) 
455-8643,  Attention:  Brian. 


SALES 


NICHE  PRODUCTS  SALES  MANAGER 
Executive  needed  with  proven  track  record 
of  leadership  and  results.  Applicants  should 
have  a  good  understanding  of  newspaper 
advertising  sales,  commercial  printing, 
niche  and  direct  mail  products.  Applicant 
must  have  the  desire  to  spend  time  in  the 
field  interacting  with  sales  team  and  cus¬ 
tomers.  The  successful  candidate  will  be 
responsible  for  staff  motivation,  training 
and  development,  and  the  creation  of  busi¬ 
ness  initiatives  with  new  products  and  ser¬ 
vices.  We  prefer  a  person  with  five  years 
experience  in  advertising  sales  and/or  man¬ 
agement.  If  you  are  interested,  please 
send  cover  letter,  salary  requirements  and 
resume  to:  Human  Resources,  The  Abilene 
Reporter-News,  P.O.  Box  30,  Abilene,  TX 
79604.  E-mail:  carterr@abinews.com 
FAX:  (915)670-5270 


-POSITIONS  WANTED- 


ADMINISTRATIV’E 


PUBLISHER/GENERAL  MANAGER 
Experienced  publisher  seeking  new  chal¬ 
lenge.  Over  25  years  of  experience  in  all 
facets  of  newspapers:  Advertising,  Circula¬ 
tion,  Editorial  and  Pre-Press.  Designed  and 
ran  central  web-printing  plant.  High  energy, 
self  starter  who  consistently  produced  very 
profitable  award  winning  newspapers. 

Tel.  (401)  783/X)77 
Or  E-mail:  rickwilsonl3@home.com 


-POSITIONS  WANTED- 


CIRCULATION 


EXPERIENCED  hands-on  CIRCULATOR  avail¬ 
able  immediately  in  eastern  Zone  2. 
Phone/Fax  (631)  588-2735 


Seek  CIRCULATION  DIRECTOR  position: 
medium  to  large  firm.  Degrees,  background 
stats,  sales  training,  marketing,  etc.  Cen¬ 
tral/South  US.  1-800-229-1725. 


EDITORIAL 


ENTERPRISING  EDITOR:  Former  Knight  Rid¬ 
der  editor  with  big  and  small  paper  experi¬ 
ence  will  bring  enterprise  and  investigative 
reporting  background,  CAR  teaching  skills 
and  passion  for  journalistic  excellence  to 
your  newsroom.  Want  to  get  enterprise 
flowing  throughout  your  newsroom?  Want  to 
improve  planning?  Want  a  people-oriented 
manager  who  can  make  A1  pop  every  day? 
Send  an  E-mail  to:  EDITOR@prodigy.net 


j  LONDON-based  freelance  reporter 
1  available.  US  and  UK  newspaper  and  mag¬ 
azine  experience.  General  topics  plus 
business,  financiaI.E-mail:  jpaige@clara.net. 


MARKETING 


EXPERIENCED  research  professional  seeks 
senior  position  with  publication  group.  20 
years  magazine  research  from  provider 
side.  E-mail:  tlannan@bigfoot.com 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  $12.75  per  line,  per 
week,  three  line  minimum 
Black  and  white  display  ads 
$139.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 
FEATURES  AVAILABLE 

line  rates:  $11  70  per  line,  per  week 
three  line  minimum 

Black  and  white  display  ads 

$139.00  per  col  inch,  per  week 
one-inch  minimum 
half-inch  increments 
ALL  CATEGORIES 
Red  display  ads:  $59.00  per  week  in 
addition  to  black  and  white  display 
rates  Frequency  discounts:  For 
both  line  and  display  ads.  run  two  or 
more  weeks  and  enjoy  big  dis¬ 
counts  Blind  boxes:  $25.00  per 
insertion ;  counts  as  two  lines  of  copy 
The  identity  of  box  holders  cannot 
be  revealed.  Readers  are  advised 
not  to  send  samples  when  replying 
to  blind  box  ads:  we  are  not  respon¬ 
sible  for  the  recovery  of  samples 

DEADLINE: 

Tuesday  prior  to  Monday  issue  date 
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www.editorandpublisher.com 


It's  the  Biggest,  Best  and  Most  Powerful 
Get-Together  of  Interactive  NevvspapCT 

Professionals  Bach  Year. 


for  Your 
Power 


Don't  miss  this  once-a-year  chance  to  join  industry  leaders  in  a  discussion  of  critical  issues 
currently  affecting  interactive  newspapers,  and  (according  to  past  attendees)  the  best  networking 
opportunity  of  the  year. 

Pre-Register  before  December  14,  2001  and  SAVE  $300  off  the  Regular  Rate  of  $1,495  to  attend 
the  ONE  event  that  elicits  this  kind  of  passionate  response,  year  after  year: 

"Excellent  range  of  speakers  and  viewpoints.  .  . 

There  were  several  good  ideas  that  I  can  take  back.  .  .Overall,  a  great  conference!.  .  . 

The  interactive  brainstorming  (was)  the  best .  .  .  The  speakers  were  very  knowledgeable.  .  . 
The  sessions  were  outstanding,  one  alone  paid  for  the  conference.  .  . 

Very  helpful .  .  .The  networking  was  excellent  at  this  show." 


includes 
a  ticket  to 

7thAnnuol 


EDITORiyPUBLISHER's  13th  Annual 


INTERACTIVE 
NEWSPAPERS 

2002  Conference  &  Trade  Show 

February  6-9,  2002  —  San  Jose,  CA 


To  register,  visit  www.editorandpublisher.com  OR  call  (toll-free)  1-888-536-8536  for  group  rates 


NOW  INCLUDINC  ALL  AVAILABLE  E-MAIL  ADDRESSES  AND  WEB  SITES 


L  Editai&Pulilislier 

^  INTERNATIONAL 


Find  The  Information  You  Want  Instantly 

Access  the  Year  Book  information  instantly  with  a  fully 
indexed,  searchable  database  that  allows  you  to  target  the 
newspaper  industry  segments  you  need. 

It's  Easy,  It's  Fast 

The  simple,  menu-activated  search-and-display  capability  of 
our  CD-ROM  makes  finding  data  and  compiling  lists  easier 
than  ever. 

Search  By  Any  Field 

Your  options  are  limitless!  Search  newspapers  by  equipment 
use,  sort  by  publication  days  or  rank  by  circulation.  Search  for 
special  topic  editions.. .and  much  more! 

Exportable  Data  For  Mail  Merge 

All  the  information  can  be  exported  to  your  PC  in  a  wide  range 
of  file  formats,  including  tab  or  comma  delimited.  Customize 
mailing  lists  for  each  of  your  communications  projects  and 
import  the  data  into  your  contact  management  software. 


I 


CD-ROM  Sections 

The  Year  Book  CD-ROM  includes 
all  the  Year  Book  data  for  U.S. 

Dailies,  U.S.  Weeklies,  Canadian 
Newspapers,  Foreign  Newspapers 
and  Mechanical  Equipment  sections 
names  of  contacts  and  their  areas  of 
responsibility,  plus  other  critical  information 
about  newspapers,  newspaper  suppliers  and 
service  companies. 


SYSTEM  REQUIREMENTS:  Windows  95,  98  and  NT  -  32  MB  of 
RAM  minimum,  SVGA  Monitor  or  higher,  10  MB  available  hard 
drive  space.  Macintosh  -  MACINTOSH  PLUS  or  higher,  OS  V6.0.7 
or  later,  2.5  MB  RAM  minimum,  2  MB  available  hard  drive  space. 
DOS  -  VGA  monitor  or  higher,  DOS  3.3  or  higher,  Microsoft 
CD-ROM  extensions,  640K  RAM,  3MB  available  hard  drive  space. 


CD-ROM  WITH  EXPORT  CAPABILITIES  :  $895 

For  more  information  or  to  order  call  Randy  Larsen  Jr.  (800)336-4380  or  order  online  at  www.editorandpublisher.com 


AVAILABLE  NOW! 


ALL  NEW  2001 
EDITOR&PUBLISHER 
MARKET  GUIDE. 

Now  Including  the  Exclusive 
E&P  Better  Living  Index! 


But  the  MARKET  GUIDE  has  also  been  a  highly  recommended  source  of 
relocation  data.  Its  unique  combination  of  quantitative  and  qualitative  data 
has  provided  an  accurate  description  of  community  life. 


For  76  years  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning 
tool.  They  have  come  to  rely  on  the  demographic  and  economic  tables  with 
actuals  and  remarkably  accurate  annual  projections. 


Outlets,  Retail  Outlets.  Location 
of  Markets,  Newspapers  Serving  the 
Market,  Retail  Sales  Data,  and  much,  much  more! 


It's  the  only  source  of  valuable,  descriptive  information  lor  MSA 
and  non-MSA  markets  in  the  US.  and  Canada  ...  plus  critical  market  data 
for  more  than  1,600  cities  and  all  3,141  US.  counties. 


Now,  in  our  77th  anniversary  printing,  the  MARKET  GUIDE  offers 
more  new  features  to  enhance  its  usefulness  in  both  areas! 

Relocation  info  now  indudes  rankings  of  quality  of  life  data  induding: 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


UHICI.NCJ 

The  print  copy  of  the  E&P  MARKET  GUIDE  is  just  $145.  It’s  also  available 
on  CD-ROM  for  windows.  Pricing  for  the  CD-ROM.  which  includes  the 
printed  Market  Guide,  is  just  $495.  (CA,  DC,  FL.  IL,  MA,  MD,  NJ,  NY,  OH 
andTX  residents  please  add  appropriate  sales  tax.  Canada 
residents  please  add  GST.) 


Tjih  I 


Demographic  data  now  includes: 

•  Graduation  Levels 

•  Housing  and  Rentai  Rates 

Now  Population  Forecasts  are 
projected  out  5  YEARS  to  2006! 

All  the  market  data  for  Canada  is  in 
one  convenient  section! 

ULUS  ... 

...  these  regular  features;  Population  by  Age,  Ethnic 
Breakdowns,  Number  of  Households,  Income  per 
Household  and  per  Capita.  Principal  Industries,  Chain 


ORDEH  lOD.VY! 

Please  send  payment  to: 

EDITOR  &'PUBL1SHER  DIRECTORIES 
770  Broadway,  New  York.  NY  10003 
Phone:  (888)  612-7095 
E-Mail:  rlarsen@adweek.com 
Place  your  order  on  our  Web  site: 
www.cditorandpiiblLshcr.coiii 
(click  on  the  store  icon) 

Or  call  (646)  654-5207  for  more  information 

EDITORefPUBLISHER 


Where  You'll  Find  the  Powers  of  the  Press.'" 


MARKET  PROFILE 
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L.A.  newspapers  find  the  struggle  for  market  share  a  lot  like  scaling  the  San  Gabriel  Mountains. 

Just  the  Fas-Fojc,  maam 

CAPTUmNG  AUDIENCE 
REOUIRES  A  DRAGNET 


No  one  media  outlet  reaches  all  of  L.A.’s  diverse  population 


BY  EILEEN  DAVIS  HUDSON  AND  MARK  FITZGERALD 

The  DEMOGRAPHICS  OF  LoS  AnGELES,  THE  SECOND- 
largest  market  in  America  after  New  York,  have 
changed  dramatically  over  the  past  two  decades  with  a 
rapid  increase  in  its  Hispanic  population:  Nearly  7 
million  —  20%  of  all  Hispanics  in  the  United  States  — 
now  live  in  L.A.,  making  it  the  largest  Spanish-language  mar¬ 
ket  in  the  nation.  Scarborough  Research  says  Hispanics  make 
up  36%  of  the  market,  while  others  say  they  make  up  closer 


Focus  ON 

los  Angeles 


It’s  a  challenge  for  any  medium,  but 
print  especially,  media  buyers  say.  “L.A.  is 
a  declining  print  market,”  said  Ron  Reit¬ 
er,  media  director  for  Mendelsohn/Zien. 
The  Los  Angeles-based  agency  billed 
about  $6  million  in  newspaper  advertis¬ 
ing  from  total  billings  of  about  $108  mil¬ 
lion,  according  to  the  latest  figures  in  the 
Adxveek  Online  Directory.  “If  you  look  at 
newspaper  circulation  here  in  town,  it’s 
going  south,”  he  added.  “But,  to  be  honest 
with  you,  it’s  getting  harder  and  harder 
to  get  to 
consumers 
regardless  of 
the  medium.” 

Newspapers 
may  be  the 
best  example 

of  the  demographic  fragmentation  of  this 
expensive  designated  market  area. 
Because  of  the  splintered  audience, 
no  single  daily  newspaper  can  provide 
advertisers  total  coverage  in  the  market. 

Newspaper  in  LjA  begins  with  the  Los 
Angeles  Times,  which  has  been  owned  by 
Chicago-based  Tribune  Co.  since  April  of 
last  year,  when  it  acquired  the  Times 
Mirror  Co.  The  L.A.  Times  has  the 
broadest  and  largest  reach  in  the  market, 
with  a  circulation  that  averages  1,058,494 
on  weekdays  and  1,391,343  on  Sunday. 
Weekday  circulation  declined  4.8%  for  the 
six  months  ended  March  31,  compared 
with  the  same  period  a  year  earlier,  accord¬ 
ing  to  the  Audit  Bureau  of  Circulations 
(ABC).  Much  of  that  circulation  loss  was 
the  deliberate  result  of  ending  some 
expensive  circulation-building  tactics 
introduced  by  former  Times  Mirror  CEO 
Mark  H.  Willes.  Year-over-year  circulation 
was  up  slightly  for  the  Sunday  issue. 

As  the  owner  of  both  the  L.A.  Times 
and  KTLA-TV,  a  new's-heavy  station 
whose  “Morning  News”  leads  the  market 
among  adults  25-54,  Tribune  is  busv’ 
maximizing  its  synergies  in  LA.  On  Oct. 


to  40%.  And  that’s  just  the  beginning, 
demographers  say:  Los  Angeles  is 
projected  to  become  50%  Hispanic 
within  the  next  10  years. 

Hispanics  aren’t  the  only  minority 
group  changing  the  face  of  Los  Angeles. 
Asian-Americans,  especially  those  with 
Vietnamese  origins  or  roots,  are  trans¬ 
forming  several  suburbs  in  Los 


Angeles  and  Orange  counties.  And 
just  as  it  has  done  since  the  Great 
Depression  sent  people  flocking  to 
its  orange  groves  and  klieg  lights, 
Los  Angeles  continues  to  attract 
“immigrants”  of  all  races  from  the 
cold-weather  states  and  small  towns 
of  America.  The  result  is  a  sprawling 
and  diverse  market. 


AD  SPENDING  BY  MEDIA 

LOS  ANGELES 

JAN.-DEC.  2000 

JAN.-DEC.  1999 

Spot  TV 

$1,590,869,853 

$1,384,056,800 

Local  Newspaper 

$933,893,660 

$948,761,480 

Spot  Radio 

$650,142,500 

$561,801,670 

Outdoor 

$121,323,859 

$104,968,562 

FSI Coupon* 

$31,986,060 

$31,168,370 

Local  Magazine 

$27,295,630 

$28,107,140 

Local  Sunday 
Supplement 

$488,840 

$582,350 

Total 

$3,356,000,402 

$3,059,446,372 

'Packaged  goods  only 

Source:  Nielsen  Monitor-Plus 

www.edltorandpubMsher.com 
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31,  the  media  giant  plans  to  turn  on  TV 
cameras  in  the  Times  newsroom,  enabling 
the  paper’s  reporters  to  appear  live  on 
KTLA’s  newscasts  to  proxdde  analysis  and 
promote  stories  they  are  working  on. 

The  second-largest  daily  in  Los  Angeles 
County  is  MediaNews  Group  Inc.’s  Los 
Angeles  Daily  News,  which  has  weekday 
circulation  of  190,010,  down  5.4%  for  the 
six  months  ended  in  March,  and  Sunday 
sales  of  200,419  copies,  a  decline  of  5.7%. 

In  July,  the  Daily  News  welcomed 
Publisher  John  Schueler,  previously 
publisher  of  the  Star  Tribune  in  Minne¬ 
apolis.  Schueler  knows  the  territory: 

Before  running  the  McClatchy  Co.’s 
Minneapolis  paper,  Schueler  served  as 
president  and  chief  oper¬ 
ating  officer  of  Tfee  NKWSPi 

Orange  County  Register  r.,. , , ,  .  . , 
in  Santa  Ana.  IMP.  An 

Though  .he 

News  is  MediaNews’  Daily  News,  Los 

largest  property  in  LA.,  Opinion,  Los 

the  paper  is  just  one  part 
of  its  regional  reach.  Daily  Breeze,  T( 

Through  its  Los  Angeles  Gabriel  Val 

Newspaper  Group,  Riverside  County: 

William  Dean  Single-  County  T 

^  .  1.  •  L  Los  Angeles  Tin 

ton  s  chain  publishes  Oie  Desert  Sun 

eight  papers  with  total  The  Press-Entt 

circulation,  for  the  Orange  Coi 

March  ABC  reporting  Santa  Barbara  Co 

^riod,  0.548,657  week- 
days  and  586,6l6  Sun-  Santa  Barbara 

days.  Among  the  biggest  Santa  Maria  Tit 
papers  in  the  group  are  Ventura  County:  2 
the  Press-Telegram  in  I-®* 

Long  Beach  and  the  San 
Bernardino  County  Sun.  Ventura  Count) 

The  Orange  County  Orange  County:  9 

Register,  flagship  of  the  Los  Angeles  Tin 

Freedom  Communi- 

cations  Inc.  group.  Source.  Audit  Bureau  of  Circulations 

contends  for  the  LA. 
market  from  the  south  with  daily 
circulation  for  the  six  months  ended  last 
March  of 353,334,  down  4.1%,  and 
Sunday  circulation  averaging  410,207, 
a  3.2%  decline. 

Dominating  in  their  respective  counties 
are  The  Press-Enterprise  in  Riverside, 
owned  by  Belo;  the  Santa  Barbara  News- 
Press,  owned  by  Wendy  McCaw’s  Amper¬ 
sand  Holdings;  and  the  Ventura  County 
Star,  owned  by  the  E.W.  Scripps  Co. 

While  LA.’s  English-language  dailies 
have  seen  circulation  declines  over  the 
past  few  years,  the  city’s  only  Spanish- 
language  daily,  La  Opinion,  has  been  on 
a  circulation  roll.  Last  week,  it  announced 


that  it  had  reported  to  ABC  that  its 
weekday  circulation  was  127,576  for  the 
six  months  ended  September  30.  The 
figure  was  an  increase  of  9%  over  the 
same  period  last  year  and  represented 
the  sixth  consecutive  period  in  which 
La  Opinion  gained  circulation.  The 
circulation  gains  come  on  top  of  a  recent 
Gallup  Poll  of  Media  Usage  that  said  La 
Opinions  readership  of  679,403  makes  it 
LA.’s  second-most-read  daily.  The  paper 
is  the  largest  Spanish-language  news¬ 
paper  in  the  United  States. 

La  Opinion  gained  8%  in  its  Sunday 
circulation,  but  its  reach  of  just  77,907 
represents  a  problem  not  easily  solved. 
“It’s  a  cultural  thing,”  said  Francisco 


NEWSPAPERS: 

Daily 

Sunday 

Daily  Marhat  Sunday  Martet  | 

THE  ABCS 

Circulation 

Circulation 

Penetration 

Penetration 

Los  Angeles  County:  3,175,119  Households 
Press-Telegram,  Long  Beach 

92,336 

104,560 

2.9% 

3.3% 

Daily  News,  los  Angeles 

178,936 

188,508 

5.6% 

5.9% 

La  Opinion,  Los  Angeles 

81,762 

49,747 

2.6% 

1.6%  . 

Los  Angeles  Times 

711,134 

869,481 

22.4% 

27.4% 

Pasadena  Star-News 

38,873 

38,745 

1.2% 

1.2% 

Daily  Breeze,  Torrance 

84,321 

83,805 

2.7% 

2.6%  i 

San  Gabriel  Valley  Tribune,  West  Covina 

52,608 

54,739 

1.7% 

1.7% 

Riverside  County:  517,975  Households 

North  County  Times,  Escondido 

14,339 

14,202 

2.8% 

2.7%  ' 

Los  Angeles  Times 

36,351 

53,211 

7.0% 

10.3%  . 

The  Desert  Sun,  Palm  Springs 

49,849 

51,962 

9.6% 

10.0%  , 

The  Press-Enterprise,  Riverside 

155,716 

162,563 

30.1% 

31.4% 

The  Orange  County  Register,  Santa  Ana 

5,482 

7,564 

1.1% 

1.5%  j 

Santa  Barbara  County:  140,615  Households 
Los  Angeles  Times 

13,175 

14,258 

9.4% 

10.1%  ; 

The  Lompoc  Record 

7,621 

7,799 

5.4% 

5.5%  1 

Santa  Barbara  News-Press 

44,339 

47,550 

31.5% 

33.9% 

Santa  Maria  Times 

17,529 

18,507 

12.5% 

13.2% 

Ventura  County:  244,7 10  Households 

Daily  News,  Los  Angeles 

19,281 

22,322 

7.9% 

9.1%  1 

La  Opinibn,  Los  Angeles 

2,424 

1,523 

1.0% 

0.6% 

Los  Angeles  Times 

46,900 

61,187 

19.2% 

25.0%  j 

Ventura  County  Star 

93,110 

106,151 

38.0% 

43.4%  j 

Orange  County:  955,454  Households 

Los  Angeles  Times 

192,043 

256,454 

20.1% 

26.8%  ^ 

The  Orange  County  Register,  Santa  Ana 

338,126 

390,841 

35.4% 

40.9%  ! 

i  Lozano,  a  grandson  of  the  paper’s 
I  founder  and  its  head  of  business 
I  development.  “It’s  the  one  day  off  for 
I  many  Hispanics,  and  a  time  for  family.” 
i  The  paper’s  best-selling  day  is  Monday, 
i  traditionally  the  second-thinnest  paper 
for  mainstream  dailies.  La  Opinion  also 
;  must  deal  with  the  persistent  myth  that 
I  Hispanics  aren’t  interested  in  coupons, 

■  but  it’s  been  increasingly  successful  with 
;  supermarket  advertisers.  La  Opinion  also 
i  may  provide  additional  synergy  for  the 
j  Tribune  Co.:  By  purchasing  Times  Mirror, 
I  it  picked  up  a  50%  share  in  La  Opinion's 
\  publishing  company. 

There  are  at  least  17  Spanish-language 


weeklies  competing  along  with  La 
Opinion  for  market  share  —  and  they 
have  strong  credibility  among  L.A. 
Hispanics,  said  Raquel  Tomasino, 
senior  vice  president  of  Ad  Americas, 
an  agency  specializing  in  Hispanic 
marketing.  Newspapers  get  the  highest 
rating  when  it  comes  to  trusting  the 
information,  she  said. 

Beyo  n  d  freeu'ay  ch  uses 

An  increasingly  fragmented  audience 
for  local  TV  news  has  shaken  up  the 
Los  Angeles  media  business  this  year. 
There  are  now  seven  'TV  stations 
broadcasting  regularly  scheduled  news¬ 
casts  in  the  country’s  second-largest 
market,  a  proliferation  of 
i  news  programming  that  has 
Pttnfltrjtion  Cd,us6(l  in&jor  n6d,G£Lcn6S  for 

;  the  market’s  two  longtime 
2  00^  news  leaders,  KNBC-TV 

5.9%  and  KABC-TV. 

1.6%  In  May’s  sweeps,  both 

J/'  KNBC  and  KABC  suffered 

2.6%  i  significant  news  ratings 
1  J%  losses  while  KCBS-TV,  which 

i  has  trailed  in  the  market  for 
103%  years,  enjoyed  strong  gains. 

10  0%  '  According  to  BIA  Financial 

31.4%  '  Network,  KABC  generated 

^•5^  !  the  highest  total  ad  revenue 
;  last  year  at  $290  million, 

^55%  i  ^bove  KNBC’s 

33.9%  $281.8  million.  The  No.  3 

13.2%  biller  in  the  market  is  News 

Corp.’s  Fox  station,  KTTV- 

067  $215.6 

25  0%  million  last  year,  according 

43.4%  I  to  BIA.  On  the  Spanish- 

,  language  side  of  the  dial,  LA. 
26.8%  '  Hispanics  have  traditionally 

'  been  extremely  loyal  to 
.  KM  EX-TV,  the  hometown 
flagship  of  the  Univision 
Communications  Inc.  network. 

In  radio.  Clear  Channel  Communica¬ 
tions  and  Viacom’s  Infinity  Broadcasting 
are  the  dominant  owners  in  the  market. 
With  its  nine  stations.  Clear  Channel  has 
a  combined  listener  share  of  22  and  ad 
revenue  of  $284.7  million,  30.9%  of  the 
market’s  total.  Infinity,  with  seven  outlets, 
is  close  behind  with  a  combined  20.2 
listener  share  and  billings  of  $284.2 
million,  30.8%  of  the  market’s  total. 

Thanks  in  large  part  to  its  unparalleled 
freeway  system,  Los  Angeles  is  the  No.  1 
out-of-home  ad  market  in  the  country. 
Clear  Channel  and  Viacom  have  the  most 
outdoor  inventory  in  the  market.  11 
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S YN  D I C AT  E  S 


The  syndicated  ‘Chicago  Sun-Times’  movie  critic  reviews 
newspaper  coverage  -  giving  some  of  it  a  low  score 

BY  DAVE  ASTOR 

CHICAGO 


Roger  Ebert  turned  thumbs-down  to  some 
aspects  of  newspaper  coverage. 

The  film  critic  told  American  Association  of 
Sunday  and  Feature  Editors  convention  (AASFE) 
attendees  here  that  many  papers  are  covering 
movies  wrong  and  also  trying  too  hard  to  be  relevant  to  young 
people  who  prefer  other  media, 

Ebert,  for  instance,  said  papers  should  devote  less  space  in  their 
Monday  pages  to  movie  box-office  grosses. 


“I  don’t  know  why  they 
always  have  to  be  there,” 
commented  the  Chicago 
Sun-Times  and  Universal 
Press  Syndicate  columnist. 

“You  could  run  something 
interesting  in  that  space, 
like  good  local  arts  stuff. 

There’s  too  much  emphasis 
on  box-office  performance 
and  who  won  the  weekend. 

Movies,  which  are  an  art 
form,  have  become  a  competitive  sport.” 

Ebert  said  overemphasizing  opening- 


£ 

Roger  Ebert  offers  critique  at  AASFE 


the/ re  the  demographic 
group  that  rushes  to  see 
films  first. 

“Adults  with  jobs, 
children,  and  lives  to 
lead  take  more  time 
to  see  movies,”  said 
the  winner  of  the  1975 
Pulitzer  Prize  for 
criticism.  “They  can’t 
just  ride  their  skate¬ 
board  to  the  mall.  By 
the  time  they  get  to  the  movie,  it’s  gone.” 
Ebert  added  that  many  papers  devote 


weekend  grosses  helps  skew  movie  content  |  too  much  space  to  helping  studios  “hype” 
toward  the  interests  of  teen  boys,  because  i  new  films.  He  said  these  articles  often 


result  from  many  journalists  in  a  room 
interviewing  an  actor,  so  the  story  isn’t 
exclusive  and  the  stars  usually  spiout 
canned  quotes  anyway. 

As  for  young  people,  Ebert  said  news¬ 
papers  have  aimed  content  at  them  with 
little  payoff.  “The  people  interested  in 
Britney  Spears  and  the  Backstreet  Boys  are 
not  reading  your  paper,”  he  noted.  “Nothing 
you  can  print  is  going  to  get  them  to 
read  your  paper.  Sixteen-year-olds  don’t 
read  newspapers  much  —  you  [AASFE 
members]  might  have  been  the  exception.” 
He  said  toda/ s  youth  prefer  outlets  such 
as  MTV  and  the  Internet. 

Ebert,  59,  said  newspapers  would  be 
better  off  devoting  more  space  to  things 
such  as  local  arts  coverage  and  book  re¬ 
views.  “So  many  people  are  reading  books,” 
he  observed.  “Amazon.com  is  a  success.” 

The  author  of  15  books  added;  “The  only 
way  newspapers  can  survive  is  to  go  up 
in  the  market  [aiming  at  more  educated 
readers],  not  down.  You  can’t  compete 
with  tabloid  TV.” 

Part  of  this  process  would  be  to 
challenge  readers  more.  “Newspapers 
seem  very  concerned  with  giving  readers 
exactly  what  they  want  —  reinforcing  their 
prejudices  and  beliefs,”  Ebert  said.  “That’s 
eventually  suicide.  People  are  not  going  to 
subscribe  to  papers  that  tell  them  what 
they  already  know.” 

Ebert  added  that  many  films  also  pander 
to  their  audiences.  “You  don’t  go  to  great 
movies  to  have  your  opinions  confirmed,” 
he  said.  “You  go  to  great  movies  to  have 
your  opinions  challenged.” 

The  TV  host  is  a  little  uneasy  with  talk 
that  Hollywood  will  mostly  make  feel-good, 
escapist  films  after  the  Sept.  11  attacks. 

This,  he  said,  won’t  help  Americans  learn 
more  about  the  world  and  empathize  with 
different  cultures. 

Ebert  acknowledged  that  many  of  the 
changes  he  would  like  to  see  in  movies 
and  newspapers  are  “utopian.”  11 


Late  loan  keeps 
museum  open 

HE  International  Museum  of 
Cartoon  Art  averted  possible 
foreclosure  with  a  short-term, 
low-interest  loan  from  a  benefactor 
requesting  anonymity. 

Museum  founder  Mort  Walker  said 


the  loan  was  used  to  pay  everything 
owed  SunTrust  Bank.  The  museum  still 
intends  to  sell  its  Boca  Raton,  Fla., 
building  and  move  elsewhere  (E^P, 
Aug.  27,  p.  21). 

“Without  this  last-minute  loan,  we 
could  have  been  forced  to  prematurely 
close  the  museum  or  sell  the  building  at 
a  rate  ridiculously  below  our  minimum 
asking  price  of  $3  million,”  said  Walker, 


creator  of  the  King  Features  Syndicate- 
distributed  “Beetle  Bailey.” 

‘Heathcuff’  creator  dies 

George  Gately  Gallagher,  who  created 
“HeathclifT  in  1973,  has  died  at  the  age 
of  72.  The  Creators  Syndicate  comic 
panel  will  continue  to  be  handled  by 
George’s  brother,  John  Gallagher,  and 
nephew,  Peter  Gallagher. 
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The  some  time  state 

Does  the  recount  no  longer  count?  Six 
weeks  ago,  the  long-awaited,  long-debated 
effort  by  leading  news  organizations  to  review 
nearly  180,000  uncounted  Florida  ballots  from 
last  year's  presidential  election  was 
about  to  bear  fruit.  Then  the 
Sept.  1 1  terrorist  attacks  ^  1 

occurred,  and  the  findings  \  '  \ 

by  the  National  Opinion  \  ^  "  \ 

Research  Center  at  the  Uni-  \  -  — 4 

versity  of  Chicago  went  in  the  \  ' 

deep  freeze.  “We  are  on  indefi-  \  . 

nite  hold,”  Julie  Antelman,  a  \ 

NORC  spokeswoman,  told  E&P 

Thursday.  “We  are  wishing  the  ^  1  (  V 

information  could  get  out.”  | 

A  group  of  news  organize- 
tions  that  includes  The  New  York  \  ^ 

Times,  The  Wall  Street  Journal,  and  The 
Washington  Post,  hired  NORC  in  January,  at  a 
cost  of  roughly  $1  million,  to  review  the 
ballots.  NORC  had  finished  its  review  and  had 
results  ready  to  go  in  September,  Antelman 
said.  When  they  didn’t  appear,  rumors  spread 
that  results  indicated  Al  Gore  really  won  the 
election  —  a  troubling  finding  at  a  time  when 
the  country  was  about  to  go  to  war. 

Antelman  denies  any  such  finding,  saying  the 
results  have  not  been  that  closely  analyzed  yet. 
Doyle  McManus,  Washington  bureau  chief  for 
the  Los  Angeles  Times, 
claimed  there  has  been 
“no  discussion  of  the 
political  implications.” 

Other  newspapers  taking  "* 
part  in  the  initiative  say 
they  simply  had  to 
refocus  news  coverage 
on  war  and  terrorism 
and  did  not  have 
reporters  available  to 
properly  dissect  the  NORC  report.  “It's  about 
resources  right  now,”  said  The  New  York  Times' 
spokeswoman,  Kathy  Park.  “We  will  resume 
further  coverage  of  the  ballots,  but  we  can’t 
predict  the  timing.”  —  Joe  Strap 


THE  BEST  —  AND  REST  —  OF  THE  PRESS 


"PcrsoluilJij,  /  think  Hcrh/ock  is  to  editorial 
cartoo/iiffg  xchaf  sharks  arc  to  hodij  parts." 

MIKE  PETERS,  CARTOONIST,  “DAYTON  DAILY  NEWS 


ENTER  AT  CHECKPOINT 

I  TICKETED  PASSENGERS  ONLY 
▼  BEYOND  THIS  POINT  ▼ 


Photo  of  the  xceek 


McManus:  Let  chads 
fall  where  they  may 


MATTHEW  MINARD,  THE  TIMES,  SHREVEPORT,  LA. 

There’S  no  hiding  in  plane  site  for  these  gentlemen, 
part  of  a  detail  of  National  Guard  troops  now  posted  at 
Shreveport  Regional  Airport  to  dissuade  local  terrorists 
who  might  have  tickets  to  ride.  Here  they  salute  the  playing  of  the 
national  anthem  at  a  literal  changing  of  the  Guard.  Troops  are  now 
stationed  at  many  airports  around  the  United  States  in  the  wake  of 
Sept.  11  jetliner  attacks  and  further  threats.  —  Greg  Mitchell 


Limping  dragon 

Irony  has  not  died,  after  all.  Komo,  the  now- 
famous  seven-foot  Komodo  dragon  that  chewed 
on  the  left  foot  of  San  Francisco  Chronicle 
Executive  Editor  Phil  Bronstein  a  few  months 
back,  injured  its  own  left  limb  recently  climbing 
down  from  a  ledge  at  the  Los  Angeles  Zoo,  and 
is  now  on  the  mend.  —  G.M. 
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5  T  n  V  on  T  R  n  C  H  ! 


Ametiia  East 

Newspaper  Operations  and 
Teshnology  Conferenre 
imluding  Hew  Media  Worid 

’  '  i! 

The  Hershey  Lodge  &  Convention  Center 
Hershey,  MV 


Ifyouuiantto... 

generate  new  sales  leads 

meet  wHIi  customers  to  build  loyalty  and  get  referrals 
introduce  new  products  and  services 
assess  the  competition 
condud  pre-market  evaluations 

cross-market  your  products  and  services  to  all  facets  of 
Ike  newspaper  industry  continuum 

create  brand  awareness  and  enhance  your  company's  image 

...Then  you  must  exhibit  at  Rmenca  Cast! 

for  oddMoual  lafotmathu  tAoot  exUbfHng,  tontoH  Jmef  MekSg 
or  Mary  Hkks  at  (717)  703-3000  or  send  an  e-mail  to 
ianetn@pa-mews,org  or  marYk@pa-news,org, 
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The  Pack  Rat 


mis  CAL  m  SILENT 

Controversial  before  Sept.  11,  controversial  after  Sept.  11, 
columnist  Thomas  proves  himself  a  man  for  all  seasons 


The  Washington  press  pack  isn’t  known  for 
pulling  punches.  But  it’s  a  scary  new  world  right  now. 
At  a  recent  Washington  dinner  honoring  a  popular 
talking  head,  several  pundits  admitted  they  worry  not 
only  about  inadvertently  offending  Arabs  and  Mus¬ 
lims  in  discussing  America’s  war  on  terrorism  but  also  about  direct 
words  or  commentary  that  could  provoke  retaliatory  threats  against 
them  or  their  families.  Anthrax  in  the  mail  is  a  real  concern.  But  one 


columnist  unwlling  to  play  it  safe  is  Cal 
Thomas  of  Tribune  Media  Services  (TMS). 

Since  Sept.  11,  Thomas,  a  syndicated 
columnist  read  in  542  newspapers,  has 
been  writing  about  what  he  sees  as  the 
inherent  difference  between  American 
values  and  those  in  the  Muslim 
world,  and  w'hat  is  at  stake.  “The 
growing  nurntter  of  extremists 
who  take  the  Koran  as  a 
declaration  of  war  against  all 
non-Muslims  has  become  a 
clear  and  present  danger,”  he 
wrote  in  early  October.  He 
angered  several  Islamic  repre¬ 
sentatives  when  he  cited  a 
fundamentalist  Koran  teaching: 

“Take  not  the  Jews  or  Christians 
for  your  friends  and  protectors.”  He 
followed  it  with  lines  from  the  Koran 
urging  Muslims  to  “fight  against  those  who 
lielieve  not  in  Allah,”  and  to  make  war  on 
other  nations  “until  they  embrace  Islam.” 

“Americans,  particularly  the  American 
press,  don’t  pay  attention  to  the  words  and 
acts  of  religious  fanatics  overseas.  Worse, 
they  don’t  take  them  seriously,”  Thomas 
said  in  a  recent  interview.  He’s  studied 
the  history  of  Islam,  and  the  revisions  of 
the  Koran,  and  says  America’s  refusal  to 
follow  news  about  religion,  culture,  and 
foreign  countries  puts  us  at  an  automatic 


disadvantage.  Thomas  believes  it’s  one  of 
the  reasons  the  country  was  unprepared 
for  the  terrorist  attacks  and  the  fallout 
among  many  Muslims  here  and  abroad. 

While  Thomas  refuses  to  label  himself  as 
part  of  any  Christian  sect,  it’s  well-known  in 
Washington  that  he  is  deeply 
devout.  “I’m  a  follower  of  Jesus, 
which  has  nothing  to  do  with 
religion,  and  everything  to  do 
with  relationship,”  he  said.  Or¬ 
ganized  religion,  he  added  arch¬ 
ly,  has  been  the  basis  for  some 
of  the  worst  atrocities  in  history. 

Many  Washington  politicians 
are  Thomas  fans  —  his  columns 
are  carried  here  by  The  Wash¬ 
ington  Times.  A  WTOP  radio 
exec  says  the  station  gets  terrific  response  to 
the  two  commentaries  Thomas  does  week¬ 
ly.  Recently,  Thomas’  articles  have  touched 
on  problems  in  immigration  policy  and 
potential  pitfalls  of  political  correctness. 
They’ve  touched  off  a  storm  of  protest 
among  Arab-American  readers.  The  piece 
quoting  the  Koran  sparked  about  700 
e-mail  messages  and  letters  to  TMS. 
Thomas  said  many  of  them  read  almost 
identically,  suggesting  an  orchestrated 
public-relations  campaign.  Some  letters 
said:  "You  have  taken  lines  from  the  Koran 
out  of  context.  You  can  also  pull  lines  from 


the  Old  and  New  Testament,  and  make 
them  mean  something  terrible.” 

“That’s  true”  said  Thomas.  “But  I  say  — 
‘Hey,  nobody  in  my  camp  is  using  the 
Bible  to  fly  planes  into  buildings.’” 

It  must  drive  so-called  “moral 
relativists”  crazy,  but  Thomas  is  an 
unrepentant  apostle  of  Western 
Civilization  and  the  U.S.A.  “The  next 
generation  needs  to  be  taught  what  is 
good  and  right  and,  yes,  preferable  about 
our  way  of  life,”  he  wrote  in  a  recent  piece 
on  homeland  defense.  “We  need  to  make 
Americans  out  of  American  children.” 

That  column  might  have  been  easily 
dismissed  by  editors  and  readers  who  are 
used  to  Thomas’  conservatism.  But  he  got 
an  unexpected  boost  for  his  viewpoints  in 
an  unnerving  column  in  The  Washin^on 
Post  Wednesday.  In  a  piece  titled 
“Muslim  students  weigh  questions  of 
allegiance,”  veteran  writer  Marc  Fisher 
reported  on  his  visit  to  a  major  Islamic 
academy  in  Washington’s  suburbs.  The 
school  is  underwritten  and  controlled  by 
the  Iranian  government,  according  to  U.S. 
officials.  In  interviews,  seventh-graders 
who  are  U.S.  citizens  expressed  great 
ambivalence  about  supporting  America 
against  enemies  in  the  Middle  East.  A 
media-relations  guide  sheet  adrised, 
“There  is  as  much  evidence  pointing  away 
from  bin  Laden”  as  there  is  to  him.  The 
principal  has  authored  an  essay  in  a  school 
newsletter  that  included  a  rather  vivid 
discourse  on  Jews.  Explaining  his  school’s 
view  to  the  Post,  the  principal  said,  “We 
don’t  see  ourselves  in  nation-state  terms. 
We  are  our  own  nation.” 

“That’s  part  of  what  I’m  talking  about,” 
said  Thomas,  who  complains  that  Ameri¬ 
cans  and  the  press  don’t  study  history 
enough.  He  gets  daily  translations  of  Arab 
newspapers,  journals,  and  broadcasts  from 
the  Middle  East  as  well  as  here.  “There’s  a 
fundamental  hatred  of  Jews,  and  of  Ameri¬ 
cans,  that’s  being  preached  in  many  more 
places  than  the  media  want  to  report.” 

Thomas  may  have  been  a  lonely  voice 
on  that  subject,  but,  with  The  Washington 
Post  now  singing  similar  notes,  it’s 
possible  that  Thomas’  views  may  have 
more  impact  on  the  terms  of  the  debate  in 
Washington.  In  the  nation’s  capital,  you 
don’t  have  to  agree  with  someone  to  recog¬ 
nize  when  you  have  to  pay  attention.  11 
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iftOlher  words,  we'll  give  them  a  taste  of 
copy  edilif)^. 

It's  a  job  with  more  than  enough 
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business  of  bylines,  photo  credits  and  celebri¬ 
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